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Ronson’s New RL-I2 Assortment Offers You: 


Xx FREE WINDOW MOTION DISPLAY! 


It's the display of the year! FREE 
—— Ronson Essex Pocket 
rT d r Yh wi Lighter! ($8.50 retail value) 
hangs from ceiling—adoesn ag Vein We Just hang this fabulous display in 
| on f your window—take a snapshot of it 
- | | Ronson eta a —send it to Ronson. 
Installs in a jiffy—works iL — That’s all you have 


Revolving full-color display 


obstruct merchandise below. 


to do to get this 
popular Ronson Pocket 
Lighter free! 


indefinitely! U.L. Approved. 
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— ae NEW ! Ronson introduces 
NEW '! Ronson introduces ue j i the streamlined look in 

the tall, slim look in | Bie windproof lighters ...smart 
Pocket Lighters! i | indoors, sporty outdoors! 


RONSON HIGHLITE RONSON WHIRLWIND 


IMPERIAL 








Be the first in your area to display and sell these fabulous new Ronson styles! 
They’re available now in the RL-12 Offer only! 


Here’s what you make! 


YOU PAY $64.56 


(at regular discount) 
YOUR NORMALPROFIT $43.04 


YOU GET FREE! 
#50275 Essex Pocket Lighter; 


retail value $8.50 


YOUR TOTAL PROFIT 


Over 19% EXTRA PROFIT! $51.54 
Whirlwind imperial . 9.50 Plus FREE deluxe motion display 


RETAIL VALUE $107.60 ($15.00 value) 





ORDER TODAY! 


maker of the world’s greatest lighters and electric shavers 


oN CORP NEWARK 2.N. J 
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oy nel : Be 3 Diamonps of unmatched pride and beauty that will 


distinguish the wearer now and forever are available 


at all times from William Levine Company. 


"mond bracelet, 30 ct. diamond 
tkiace, 7% ct. diamond ear- 
All available on memo. 


At your request, a selection from the world’s most 
beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


Daanba fare 


- 


William |_evine Company 


importers and Cutters of Fine Diamonds 
29 E. Madison St., Chicago 2, Illinois Phone CEntral 6-3700 
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JEWELERS’ CIRCULAR-KEYSTONE 


Our fashion expert, Jerry Gewirtz, is 
excited about the new feminine mood 

in dresses, suits and capes, because they 
call for more jewelry than women have worn 
in years and years. We think you ll be 
interested, too, when you read | For 

the Jeweler There's Currency in Fashion,” 
starting on page 56. Dorothy Dignam 
introduces you to some of the American 
name-designers whom we have to thank 
for jewelery s new importance 


(see These Famous Names," page 54). 
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How to turn curiosity into a diamond ring 


Ever wish you had a diamond ring sale for every cus- 
tomer who comes into your store to price something in 
the window? Wishing won’t make it so. What you need 
is a perfect excuse for continuing the conversation and 
eventually leading up to the sale of a diamond ring. 
Where to find it? In Formula D-I, the dynamic new 
merchandising plan that leads you step-by-step, word- 


by-word from the introduction to the sale. Jewelers 


throughout the country tell us that they've tried every- 
thing and Formula D-I is the only method they’ve found 
that produces diamond sales 365 days a year. If you'd 
like to hear more about Formula D-I, just write for an 


appointment with our merchandising representative. 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


A DIVISION OF AXEL BROS. INC., 134-20 JAMAICA AVE., JAMAICA 18, N.Y. 
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HERE’S THE TRADE-MARK 


MESH 
WHITI NG & DAVI 


"RA py prs: 


*-MARK REG. U.S. ANY 


THAT HOLDS THE TRADE 


t’s not enough merely to attract business. The thing is to 

hold it. Repeat buying by the consumer is the foundation 
of steady profit for the dealer. And confidence is the founda- 
tion of repeat buying. Products bearing the hon- 


orable Whiting & Davis trade-mark have been in- 


spiring this confidence for eighty years now. And \\ Wy \( ’ 
i ; : ; : o-i- - wee), 
the best stores in the land feature it with profit. J HATIO 


Wuitinc & Davis, Inc. * Plainville, Mass. 
) ’ 
& DAMS 


HAND IN HAND WITH FASHION—SINCE 1876 
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Co 


with the’ 
“Flip-Grip” Action ! 


IN oMeliT-Maelt] (eM y-Masrele-Me(-lifelaticte Mintel: 
VC MiieLmiM ile iia Mucrmeciisulre melts 
claim that we have created a truly 
remarkable new boon to diamond sell- 
ing. Our long months of research and 
development have borne fruit, our 
efforts have been rewarded with the 
greatest customer-enthusiasm we've 
ever enjoyed. Here is a device that 
fills a long-standing need. It solves a 
great many problems and we urge 
every manufacturer, every wholesaler, 
every retailer to see and try this won- 
derful “Flip-Grip” action. It’s firmer, 
stronger, more foolproof, yet costs 
no more. 


Over 1000 attractive new KE B lock sets to cho ose froin! 


No. 146/2262/7 en- No. 192/2242/11 en- 
gagement ring with gagement ring with 
wedding ring No. wedding ring No. 
45/2263/7 45/2243/11 





Your wholesaler is proud to show you 
the new Karlan & Bleicher line of rings. 
Ask to see the lock with the “Flip-Grip” 
action. Use the powerful, effective 
K & B mat service for your newspaper 
advertising and obtain greater results. 


best ring | 


that’s what they’re saying about 


Perfecit-ock 





The 
key in C 

the wedding ~ 
band fits into 
a slot in the 
“a engagement ring. 
Just a twist 
and it’s locked 
Twist and it 


unlocks. 


Flips like a book page! Disappears completely! 
No twisting! No prying! Defiesdamage! _ 
Built for endurance! Entirely die-struck! 





Gee 


No. 185/4911/1 en- No. 148/2264/4 en- No. 146/2262/3 en- No. 146/2262/8 en- 
gogement ring with gagement ring with gagement ring with gagement ring with 
wedding ring No. wedding ring No. wedding ring No. wedding ring No. 
4511/1 45/2265/4 45/2263/3 45/2263/8 


Creators, Designers and Manufacturers of ‘Perfect Ring Findings” 


TARLAN 6 BLETCHER IM. 


m 136 W.52nd ST., NEW YORK 19, N.Y. 
& ’f =69OwhOF FICES IN CHICAGO AND LOS ANGELES Co 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 





HAMILTON MAKES THE FIRST MAJOR WATCH NEWS IN 477 YEARS 


the worlds 
F/T St 


eLe Ow Tero 


watch / 


This dramatic announcement is your invitation 


to share the spotlight with Hamilton—to sell 


the most intriguing timepiece in recent history 


The first watch was wound in 1480. Since 
then, watchmakers have sought a surer, simpler 
way of powering a watch. Now Hamilton has 
perfected it—electric power. 

Only Hamilton produces the Electric Watch. 
You—the Hamilton Jeweler—will sell it. 


Why is electric power such an improvement? 
It permits greater simplicity in watch design 
and construction, provides a finer degree of 
accuracy. And the watch never needs wind- 
ing. It runs tirelessly, on the wrist or off. 

The single miniature energy cell that drives 
the Electric Watch is guaranteed for one year, 
easily and inexpensively replaced. The Elec 
tric Watch carries the same guarantee that 
backs all Ham ‘lton products. 


The promotion 


Hamilton is adding a forceful advertising 
program (the most forceful ever put behind a 


single watch idea) to the attention this product 
is already receiving from editors and news 
commentators. Beginning this month, con- 
sumer excitement will be sparked with full. 
color ads and double-page spreads in: 


CORONET TIME 
NEWSWEEK BUSINESS WEEK 
THE NEW YORKER FORTUNE 
NATIONAL GEOGRAPHIC SPORTS ILLUSTRATED 


READER’S DIGEST 


And as soon as sufficient watches are available 
in your city, Hamilton will give you dramatic 
display material, window banners, point-of- 
sale pieces, special literature, newspaper ad 
mats, radio and TV advertising material —an 
elaborate merchandising program that will 
make your store Electric Watch headquarters. 

Ask your Hamilton salesman—or write di 
rect to the Hamilton Watch Company, Lan- 


caster, Pennsylvania. 
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REGAL 


BiUBGAN CE, 


Neptune, King of the Sea, bears his 
legendary trident . . . symbolizing 
the tri-foil effect of each of the 
prongs in Series 741. 


FOR MARCH, 1957 


ina new Baker 
Square Setting... 


An advanced Vee-flare design, as 
brilliant as it is new, offers the diamond 
gracefully flowing lines that 
complement its appearance. Straight 
sides provide for easy assembling. 
Distinctively designed corners offer the 
opportunity for an extremely 

modern effect. 


uO 
Vv vv 


4521 


BAKER 


4522 4523 4524 


This Series, 741, is available in a complete range 
of 9 sizes up to 2 Carat, die-struck in 10% 
lridium-Platinum, Jewelry Palladium and Gold. 


BAKER & CO., INC. 


113 ASTOR STREET, NEWARK 2, NEW JERSEY 
NEWYORK + SANFRANCISCO + LOSANGELES + CHICAGO 
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GET SET FOR ACTION... 


ACTION! 
COLOR! 
SELL! 


SIMPLE! 


VERSATILE! 





4 quick. May save you ) 
expert, weaitch hours of lost 


check-up today... time tomorrow 


eee 


Bis ii ois eas > : 


a. 


Perpetual motion ACTION display for window or counter. 


Constant motion. Watch-face swings open to expose movement. Swings back to close. 


Rich gold and soft pastels. Blends with any décor. 

Quick and to the point. Even your most hurried customer will read—and heed —its 
important message. 

Few parts. Sets up in a minute. Powered by single-cell flashlight battery. No messy 
cords or plugs. 

Compact. Use in window or on counter, day or night. Keep as permanent display 


near Service Depa tment. 
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TS “WATCH INSPECTION TIME” 


(MARCH 25 — APRIL 6) 





And here it is... free from THE WATCHMAKERS OF SWITZERLAND 
... your all-new ACTION display! It has the message, movement 
and color to help you make this 9th annual ‘Watch Inspection Time” 
your top-profit promotion of the year. 28 leading jewelers have 


tested this display. To a man, they say: “A real traffic-builder.”’ 


Plan now to give this dynamic ACTION display the honor spot in 
your highest traffic window. 

But don’t stop there. Surround this display with loupes, testing 
machines and other tools of the watchmaker’s art. Let it emphasize 
the extent and skill of your service. Then add bracelets, dials, crys- 
tals. Let it help you make those profitable “‘extra” sales that good 
service invites. 

Above all, give ‘Watch Inspection Time”’ your strongest personal 
support. Brief your store personnel. Tie in with the full-color, Norman 
Rockwell ‘‘Watch Inspection Time”’ ad we’ll be running for you in 
Reader’s Digest. And use the free newspaper mat ads and special 


mailer we'll be sending you just as soon as we receive your request. 


IMPORTANT! 


We have already mailed you full descriptions, plus an order card for 


these free promotional materials: 
Live-action display - Newspaper mat ads * Direct-mail-piece mat 


As soon as you have received your envelope, check off the iterns you 
wish on the handy request card and rush it back to us. Do not delay 


as supplies are definitely limited, 


AGAIN TELLING MILLIONS THROUGH NATIONAL ADVERTISING: 


“For the gifts you'll give with pride, let your jeweler be your guide” 


inten. 
cK ; 
The WATCHMAKERS = et OF SWITZERLAND 


FOR MARCH, 1957 





PROMOTE for PROFIT! 





POLISHOOK 
tips the scales in your favor! 


WITH FASCINATING NEW 


ri Sitely ‘ 


DIANMNOND RINGS 
Including An Exciting New Series of 


Total W eights From “% to 1% Carat 
INTRODUCING THE NEW 


Vipl Sed 


DIANOND RINGS 


The fabulous 1957 line of First Lady diamond 
rings is truly an outstanding collection. 

Radical departures in styling and materials plus 
new advances in diamond quality offer you a 
unique opportunity for extra volume and 

extra profits. Irresistible prices, colorful, 
individual displays for each ring and lifetime 
trade-in guarantee clinch sales on the spot. 


Get geared to go with First Lady... the big, POWERFUL SALES AIDS TO HELP 
all new diamond ring line. 
YOU PRE-SELL & RE-SELL 




















Wid -silial-ameellehilelileMmiaels | -Slamel ich aelila- 





Individual window and in-store displays 





K. POLISHOOK & SON, Corp. 
Diamond guarantee certificate 


e. 
2. 
| 3. 
216 East 45th Street, New York 17, MUrray Hill 7-1664 ds: Ceskubie's waienae aie 
5. 
6. 
iz 








Manufacturers of “Everything in Rings” Since 1898 Attractive packaging 





Featuring the Trade Names “Lloyd's of New York”, “Fidelity” and “First Lady” Planned promotions 
CHICAGO OFFICE: Heyworth Building, 29 E. Madison St. | 


PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnu’ *?. 





Dependable 24 hour delivery on “specials’’ 
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NEVER BEFORE in the history of American trade 
shows has there been so important a show! Here’s 
your own window on the world where you can see 
a global output of products and services all under 
one roof —in the largest international exposition 


April 14-27, 1957—The Coliseum 


NEW YORK 





IMPORTANT — this Fair is your only opportunity to learn how to transact busi- 
ness with foreign countries. An expert from each nation will be on hand to advise 
you regarding imports, licenses, currency restrictions, investment opportunities, etc. 


ever held in this hemisphere! 


CONSIDER THIS: Over 3000 exhibitors — over 40 
countries — from Europe, Middle East, Asia, the 


Americas — will mass-display for the very first time 
—their manufacturing skills and handicrafts. You'll 
inspect their products firsthand and make personal 
inquiry of their executives. 


LOOKING TO BUY fast-moving, big-profit, really 


new items in the jewelry field? Come select from 


hundreds—most shown in the U.S. for the first time, 
and shown here exclusively! Here are the world’s 
finest new designs in gold and silverware, clocks 
and watches, china, glassware, ceramics, fancy gift- 
wares, smokers’ requisites, works of art, religious 
articles. Styled and priced for saies action! 


ACT NOW-—plan NOW to attend this fabulous new 
World Trade Fair. 


Any buyer can accomplish more at this 
one Fair than he could in 2 years 
travelling around the world. 


U.S. WORLD 
TRADE FAIR 


331 Madison Ave. + New York 17,N. Y. 


FOR MARCH, 1957 


Pian now to attend. Fill out and mail coupon for your admission credentials. 
REGISTRATION COUPON For the Trade Only 


Save time by registering NOW. Fill in and mail this registration 
coupon to the address below and your admission credentials will be 
mailed to you. There is no registration fee. 


Please check below if you wish us to make hotel reservations for you. 


NAME TITLE 
FIRM 
STREET 
CITY 
TYPE OF BUSINESS 
PRODUCTS MFG’D OR SOLD 
Please check below the classification of your business 
[] Wholesaler [] Dept. Store [_] Importer-Exporter [] Mfrs’ Agent 


[] Retailer [1] Chain Store [) Manufacturer [] Other 
[] Please send us your hotel reservation blank. 























Admission Schedule—Trade Only. Monday through Thursday— 


April 15-18, April 22-25 10 AM to 5 PM 


UNITED STATES WORLD TRADE FAIR, 331 Madison Ave., New York 17, N. Y. 
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ELL NEW TIMEX WATERPROOF® 


on the 


STEVE ALLEN 


SHOW 
NBC-TV network 
8 to 9 P.M. EST 


sé 


“Watch this’, says John Cameron Swayze to Steve Allen, “‘you’re 


about to see the violent shock and water test for Timex’’. 


Millions upon millions of viewers, too, regularly see the Timex 
waterproof*, dustproof*, shock resistant watch put through the 
toughest tests ever devised for any watch. And seeing is believing, 
because consumers everywhere, in increasing numbers, have been 
buying the Timex watches dramatized on television. 


Don’t be caught short when the powerful impact of television brings 
traffic flowing into your store. Order ample stocks now from your 
Timex distributor. And ask him for eye-catching, colorful motion 
displays featuring shock-resistant Timex watches. 


New slimmer, trimmer Bayonet seal waterproof* 
case. Smart raised numeral dial. New full expansion 
band ornamented with colored inserts. Priced at $12.95 
(plus tax). Other Timex waterproofs* from $9.95. 


More people buy 


TIRAE xX 


than any other watch 


500 Fifth Ave., New York 36, N. Y. ¢ 1300 Jane St., Toronto 9, Canada 


* Stays waterproof and dustproof as long as crystal, crown and back are intact. 
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the Double Royal Wedding Rings series now! 


Goidstein-Gerson co.,inc. 
Vhe Toute of Fishladle 130 WEST 46th STREET, NEW YORK, N.Y. 


West Coast: 448 South Hill Street, Los Angeles 13, Cal. 
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ACTUAL SIZE 


No. 14 POST 


RALPH DESTINO LTD. TIE TACK 


NO. 250 CLUTCH BACK 


Ballou Clutch Backs 


FOR TIE JEWELRY — Push... it’s on! Pull... it’s off! 


Ballou clutch backs hold securely . . . are ideal for 
men’s tie tack jewelry. Consistent quality and close 
inspection has built a nationwide preference for Ballou 
findings for four generations. It will pay you to insist 


on Ballou findings. 


B. A. BALLOU & COMPANY, INC. 
61 Peck Street * Providence 2, R. I. 





FINDINGS— 
The Foundation of Good Jewelry 
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A BEAUTIFUL 


NEW PATTERN 


the first 


Silverplate 


pattern with a 


“hand-cut” look 


More than a new pattern, here is a completely new 
idea in silverplate art... a dainty floral motif is 
wrought right into the shining silver itself... 

each tiny petal and leaf so perfectly and delicately 


formed, it looks “cut-in” by hand. 


A subtle unbroken outline curves naturally from tip of 
handles to more rounded bowls and shorter tines for 


rich balance and exciting harmony at the place setting. 


Found on no other current silverplate pattern except 
Flair, its pleasing symmetry adds powerful sales 
appeal to pattern. Each piece curves gracefully 


towards the plate ... tells its proper place! 

















BALANCED PLACE SETTING 
-~AN EXCLUSIVE INTERNATIONAL FEATURE 




















SPECIAL 
FOR... 


—. 


y Vip Vi YW 


me 


Beautiful high style DRAWER CHEST FREE 


*QQ”> with 52 piece service for 8 


Contents 
16 Teaspoons 1 Butter Knife Especially designed to compliment 


S Forks 1 Pierced Tablespoon Springtime’s delicate modern beauty, chests 
8 Knives 1 Sugar Spoon 
8 Salad Forks 1 Tablespoon are simply styled in a smart contemporary 


8 Service Spoons manner. All wood construction with 
No. 57 With grained Mahogany finish and Berkshire Green lining . . . Springtime motif 
contrasting Blonde drawer 


No. 57A With grained Blonde finish and 
contrasting Mahogany drawer setting. Choice of two smart finishes. 


in cover draws attention to balanced place 





SPECIALLY DESIGNED PIECES COMBINED IN 
A WONDERFUL INTRODUCTORY OFFER ... 


HOSPITALITY SET 
Will be* 10” 


995 


Retail 
plus 35¢ fed. tax on tray 


“Hospitality ore & 


4S (P 





Lovely 8 inch round tray with removable ceramic-tile center No. E-1156-23 HOSPITALITY SET DISPLAY 

and specially designed buffet knife for cutting and spreading Colorful one-piece display for window or counter use to 

cheese, serving hors d’oeuvres and canapes. attract gift shopper. Angled base has recess to hold tray and 
loop for knife. 11“ High; 11%4” Wide; 9” Deep. 


MODEST PRICE. .. ATTRACTIVE GIFT BOX won- Display FREE with Units of 12 
derful incentive: for ‘under $5’ Gift Shoppers. 


See following pages for listing of 
Approved Wholesale Distributors featuring Cfoinglime 





Wholesalers everywhere enthusiasticall 
acclaim 1847 ROGERS BROS 


ARIZONA 
Phoenix 


E. W. REYNOLDS COMPANY 
831 North First Avenue 


CALIFORNIA 

Los Angeles 
THE BALL CO. OF CALIF. 
610 So. Broadway 


A. COHEN & SONS CORP. 
134 West 30th Street 


THE CORWIN COMPANY 
Figueroa at 11th St. 

THE HALL COMPANY 
937-939 South Grand Avenue 


E. W. REYNOLDS COMPANY 
315 West 5th Street 


San Francisco 
GRAYBAR ELECTRIC COMPANY 
1750 Alameda Street 
MORGAN & ALLEN CO., INC. 
657 Mission Street 


E. W. REYNOLDS COMPANY 
657 Mission Street 


COLORADO 
Denver 
A. C. BECKEN CO. 
511—16th St. 


COFFEE AND TEA SERVICE, 4 PIECES ......... 


Waiter, 18-inch . 


Prices Subject to Federal Tax 


$100.00 










Denver 


J. P. BYRNE & SONS CO. 
1441 Welton Street 


MORRIS KRULAK & COMPANY 
Third Floor, Denver Theatre Bldg. 


ALBERT F. LONG CO. 
1201 Welton Street 


WESTERN SUPPLY COMPANY 
202 Enterprise Bldg. 


CONNECTICUT 
New Haven 


J. A. SILVER COMPANY 
167 George St. 


DISTRICT OF COLUMBIA 
Washington 


SOBEL BROS. 
930 E Street N.W. 


FLORIDA 
Miami 
L. LURIA & SON 
980 So. West First St. 
Tampa 


DUNN & EWBANK, INC. “| 
406-408 S. Morgan Street ) 
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GEORGIA 
Atlanta 

A. COHEN & SONS CORP. 
321 Peachtree St. N.E. 
EWING BROTHERS 
5 Plaza Way S.W. 
BEN HYMAN & CO., INC. 
250-254 Spring St. N.W. 


HAWAII 
| Honolulu 
THEO. H. DAVIES & CO., LTD 


Honolulu and Hilo 


E. W. REYNOLDS COMPANY 
Post Office Box 3984, Honolulu 12 


ILLINOIS 
Chicago 
BENJ. ALLEN & CO., INC. 
10 S. Wabash Avenue 
THE BALL COMPANY 
6 No. Michigan Ave. 
A. C. BECKEN CO. 
22 West Madison St. 


BOAS SONS, LTD. 
55 E. Washington Street 


EMIL BRAUDE & SONS INC. 
538 S. Wabash Ave. 
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Chicago 
N. SHURE COMPANY, INC. 
500 N. Pulaski Road 


STEIN & ELLBOGEN COMPANY 
55 East Washington Street 


INDIANA 
Indianapolis 


BALDWIN-MILLER CO. 
238 South Meridian St. 


IOWA 
Des Moines 


M. A. LUMBARD CO. 
504 Shops Building 


KENTUCKY 


Louisville 


GLEESON JEWELRY CO. 
604-606 W. Main St. 


Lexington 
C. & H. RAUCH, INC. 
109-111 Church St. 
LOUISIANA 
New Orieans 


HILLER JEWELRY CO. 
304 Godchaux Building 


BEAUTIFUL BREAKDOWN CANDELABRA 


Gives you 8 different combinations for multiple uses. Full Candelabra 


height 16’ inches, spread 13 inches. 


New Orleans 


LEONARD KROWER & SON, INC. 


Canal & Exchange Place 


MARYLAND 
Baltimore 
AMERICAN JEWELRY COMPANY 
One North Liberty St. 


MAX KOHNER, INC. 
21-23 W. Baltimore St. 


MASSACHUSETTS 
Boston 


|. ALBERTS’ SONS, INC. 
373 Washington Street 


THOMAS LONG CORP. 


46 Summer Street 


K. A. MURPHY COMPANY 
373 Washington Street 


D. C. PERCIVAL & CO., INC. 
373 Washington Street 


MICHIGAN 
Detroit 


A. C. BECKEN CO. 
1008 Michigan Bldg. 


THE GORENFLO COMPANY 
1940 E. Jefferson Ave. 


....$42.50 Retail 











Detroit 


THE E. H. PUDRITH COMPANY 
220 Bagley Avenue 


STEIN & ELLBOGEN COMPANY 
220 Bagley Avenue 


MINNESOTA 

Minneapolis 
THE BALL COMPANY 
627 First Avenue, North 


S. H. CLAUSIN & CO. 
41-12th Street, N. 


MISSOURI 
Kansas City 


EDWARDS & COMPANY 
1115 Walnut St. 


FRANKLIN BROTHERS 
18 East 11th Street 
St. Louis 


EISENSTADT MFG. CO. INC. 
317 North 11th Street 


WM. P. MAHNE SILVER CO. 
313 Arcade Bidg. 


NEBRASKA 


Lincoln 


HALLETT BROS. CO. 
121 North 9th Street 



























Omaha 
J. P. BYRNE & SONS CO. 


14th & Farnam Streets 


NEW JERSEY 
Newark 
NEW JERSEY JEWELERS 


SUPPLY HOUSE 
260 Washington Street 


NEW YORK 
Albany 


M. LEVITZ & CO. 
133 North Pearl Street 


Buffalo 
LIPSETT & HILL, INC. 
Franklin at Mohawk St. 
PETERSEN, MAX & COMPANY 
210 Ellicott Square 


H. POLNER, INC. 


Main at Swan Street 


New York 
A. COHEN & SONS CORP. 
27 West 23rd Street 
J. W. JOHNSON, INC. 
15 Maiden Lane 


LIEBERMAN BROS. 
64 Nassau Street 


WELL & TREE PLATTER, 18-inch, $27.50 Retail 
DOUBLE VEGETABLE DISH, 10/2" Diam., $22.50 Retail 


Everything points to PROFIT when you 


New York 


L. LURIA & SON 
160 5th Avenue 


ALEX SABIN & SONS, INC. 
20 West 47th Street 
S-K-L CO., INC. 
15 West 47th Street 


NAT ZUCKERMAN & CO., INC. 


135 Fifth Ave. 
Rochester 


LESTER MERCHANDISING CORP. 


83 Clinton Avenue North 


Syracuse 


THE LUCAS CO. 
116 S. Salina Street 


NORTH CAROLINA 
Charlotte 


THE BALL COMPANY 
Charlotte Hotel 


SAUNDERS DIST. INC. 
409-11 N. Tryon St. 


OHIO 
Cincinnati 


A. C. BECKEN CO. 
37 West 7th St. 


Prices Subject to Federal Tax 
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SAUCE SET, Cap. 16 oz., $20.00 Retail 
BEVERAGE PITCHER, $30.00 Retail 




















Cincinnati 
HARRY GREENWOLD, 


WALLENSTEIN-MAYER CO. 
31 East Fourth Street 


Cleveland 


H. W. BURDICK CO. 
3622 Prospect Avenue 


A. H. FICKEN CO. 
850 Euclid Avenue 


J. H. GROSS & CO. 
3210 Euclid Avenue 
Toledo 


HEYNE & GROVES, INC. 
408 Madison Avenue 


OKLAHOMA 
Oklahoma City 


OKLAHOMA ROSS-BECK CO. 
Colcord Bldg. 


OREGON 
Portland 


BUTTERFIELD BROS. 
317 S.W. Alder St. 


MAYER BROS. INC. 
816 Dekum Bldg. 
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PENNSYLVANIA 
Harrisburg 
THE CLAUDE R. ROBINS CO. 
312 Chestnut Street 


Philadelphia 


712 Sansom Street 
A. JOS. BALTIN & CO., INC. 
722 Sansom Street 

Pittsburgh 


BIGGARD & COMPANY, INC. 
800 Penn Ave. 


GRAFNER BROTHERS, INC. 
818 Liberty Avenue 


THE SAMUEL WEINHAUS CO. 
808 Liberty Avenue 


Scranton 


GEORGE PHILLIPS & CO. 
Times Bldg. 


RHODE ISLAND 
Providence 


PAGE-WALKER CO. 
37 Chestnut Street 


TENNESSEE 
Nashville 


A. C. BECKEN CO. 
Chamber of Commerce Bldg. 











AISENSTEIN & GORDON, INC. 


Nashville 


C. B. PETERSON CO. 
613% Church St. 


TEXAS 
Dallas 


WM. R. KATZ COMPANY 
|. C. T. Building 


LYLES-VAN-DeGRAZIER CO. 
Life of America Bldg. 


El Paso 

AMMEX JEWELRY & NOVELTY 
co. 

319 First Nat'l Building 

Houston 
TAYLOR & COMPANY, INC. 
508 San Jacinto 

San Antonio 

B. M. HAMMOND CO., INC. 


111 West Commerce Street 


UTAH 


Salt Lake City 
S. H. CLAUSIN & COMPANY 
409 Darling Building 


WESTERN SUPPLY COMPANY 
357 West 2nd, South 


A COMPLETE SELECTION OF Springtime SERVING PIECES FOR PROFITABLE ADD-ON SALES 
...Mmany pieces functionally styled to serve more than one purpose for practical convenience. Many other pieces available. 
GRAVY LADLE, $4.50 Retail COLD MEAT FORK, $4.50 Retail BERRY or SERVING SPOON, $4.50 Retail 





MMU 


VIRGINIA 
Richmond 


PHILLIPS WHOLESALE JEWELERS, 


INC. 
12 East Grace Street 


RICHMOND JEWELERS SUPPLY 


CO. INC. 
115 No. Foushee St. 


WASHINGTON 
Seattle 


SIMON GOLUB & SONS 
1417 Fourth Avenue 


MAYER BROS. 
4th & Pike Bldg. 


Spokane 


S. H. CLAUSIN & CO. INC. 
911 W. Riverside Ave. 


SIMON GOLUB & SONS 
504 Hyde Building 


WISCONSIN 
Milwaukee 


H. P. JOHNSON CO., INC. 


213 Wisconsin Avenue 


A. C. KUESEL & SON 
213 W. Wisconsin Ave. 





























SUGGESTED 10-PIECE 
ASSORTMENT 
No. 301-5 


Retail 


. 9301 Coffee Pot, Height 11 in., 

Cap. 10 cups ..... | . $35.00 
. 9303 Sugar Bowl, Hinged Cover . ition ae 
. 9304 Cream Pitcher, Gold Lined 

. 9372 Round Tray, 14 in. ........................... 

. 9310 Well & Tree Platter, 18in., 

. 9312 Double ee Dish, diam. 

101 in. 

. 9313 Sauce Set — 16.02. en... 

. 9319 Bread Tray, length 121 in. ........... 10. 00 
. 9364 Salt & Pepper Set, height 3% in. 7.50 
. 9387 Butter Dish — lining), length 

72 inches 


TOTAL RETAIL $181.50 


Prices Subject to Fed. Tax 





SUGGESTED 16-PIECE 
ASSORTMENT 
No. 301-6 


. 9301 Coffee Pot, Height 11 in., 


Cap. 10 cups 


. 9302 Tea Pot, Height 8 in., Cap. 


10 cups 


. 9303 Sugar Bowl, Hinged Cover 
. 9304 Cream Pitcher, Gold Lined 
. 9390 Waiter, 18 inch (over-all Poca ad 


BT ND vroicewiie 


9309 Meat Dish, 18 inch... 
. 9310 Well & Tree Meat Platter, 18 


inches 


. 9312 Double \ Vegetable Dish, diam. — 


10% inches ...... 


. 9313 Sauce Set, ee | 
. 9317 Beverage Pitcher, Cap. 1% ats. 
. 9319 Bread Tray, length 12% in. ........ 
. 9326 Buffet Tray, 14 inches 

. 9335 Bowl, Diameter 101 inches ........ 
. 9348 Bon Bon Dish, diam. 61 in. . 

. 9364 Salt & Pepper Set, height 3! 


inches ......... 


. 9387 Butter Dish (China Lined), length 


72 inches ............... 9.00 
TOTAL RETAIL $306.50 


Special Net Prices on these Assortments 
give you EXTRA PROFITS! 
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Special Springtime Flatware Unit No. 1116 


pLUS No. E113 DISPLAY Including Knife and 


Or Fork SAMPLES FREE with FLATWARE 
ASSORTMENT UNIT No. 1116 


Consists of ... 
3 52-pc. Services for 8 


2 No. 57 Mahogany Finish Drawer Chests 
1 No. 57A Blonde Finish Drawer Chest 
Springtime motif reproduced in die-cut panel. Oval base 


RETAIL VALUE $299.25 h ea a 
olds place setting, serving pieces, Hospitality Set or hollo- 
Subject to SPECIAL Discount FOR EXTRA PROFIT. ware. 16%” High; 14%” Wide; 12” Deep. 





Smart two piece display (illustrated above) designed with 


HOSPITALITY SET 


: Individually gift boxed and 
packaged in units of 12. Eye- 
catching Display FREE with 


every unit. 





$4.95 Retail plus fed. tax on trays only 
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To introduce... 


















Full Color impact ads 
to appear in LIFE magazine | 


The magazine with over 26 million readers, LIFE reaches 3 out of 5 
households in the average neighborhood in a period of 13 weeks. 
Over 57.6% of households with an annual income of $7,000 or more 
. .. the people in your shopping area who have the money to buy 
fine silverware. AND .. . all recognize 1847 ROGERS BROS. for 
outstanding quality and value beyond compare! 








1847 ROGERS BROS 


FULL COLOR PRESENTATION AD IN APRIL 8 ISSUE 
(On Newsstands April 4) to spread the news across 
the nation! 
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A NEW PATTERN IN 1847 ROGERS BROS. 1847 ROGERS BROS. 


DOUBLE PAGE SPREAD IN APRIL 29 ISSUE (On Newsstands April 25) whets the appetite. 





; 1847 


Y = 
Lb 1847 ROGERS BROS. 


America’s Finest Silverplate 





MAY 13 ISSUE (On Newsstands May 9) Dramatic full 
page to capture the big bridal market. 


Pian your tie-in now...contact your approved 
wholesale distributor without delay !!! 


E-1156-33 PRINTED IN U.S.A. 
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Don’t Fall into This Trap! 
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Dow LET look-alike watches rob you of those ex- 
tra sales and profits! 

Zodiac offers you (and your customers) unusually 
styled watches — handsome, sleek self-winders, auto- 
matic calendars, ‘“hack’’ watches, chronographs, 
chronometres...over 200 fabulous, best-selling styles 
for men and women from $49.50 retail. 


Write for the big 1957 Zodiac 75th Anniversary catalog. 

See for yourself what Zodiac can do saleswise for you! 

ee ee a ee ee ee ee eee 
r= A Please send your big 75th Anniversary catalog, whole- 

& sale price list and full sales information. 

a ZODIAC WATCH AGENCY « 15 WEST 44th STREET » NEW YORK 36, N. Y. g 

* FIRM NAME 





me 6 «6Zodiac 
: : Wolds Finest B civ STATE 
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STERLING SILVER 


Precious sterling rosaries hand wrought 
from the finest imported and domestic ma- 
terials. Designs of character and originality 


“ CSAs. 
. all in handsome gift boxes. 


ALL PRICES KEYSTONE SOLD THROUGH WHOLESALERS ONLY 











No. 500/7 $11.95 * No. 505/6 $14.95 * No. 503 /6 $18.00 No. 601/7 $6.75 No. 537/7 $10.85 
Genuine Rock Crys- Genuine Rock Crys- Finest quality hand Simulated pearl, Tin cut crystals with 
als, round orpyramid tals in new X-cut, cut Rock Crystals, hand polished cross, individual] filigree 
beads, engraved cen- engraved cross and engraved cross and engraved connection. caps, engraved cen- 
ter and polished center. center. ter and polished 
cross. cross. 





No. 6380/7 $15.00 *No. 627/7 $8.25 *No. 633/7 $6.35 “No. 529/7 $10.85 


* No. 538 /7 $9.50 ' 
Tin cut crystals in Bell shape sterling Sterling round Sterling beads in a Au rora Borealis 
new pyramid shape, beads, engraved cen- beads, engraved cen- new shape, engraved beads in rose, ame- 
engraved center, pol- ter, polished cross. ter, polished cross. center, polished thyst or sapphire, 
ished cross. cross, engraved center and 


cross, 




















No. 34 $5.50 
Crystal beads with 
engraved center and 
| cross in mesh effect .# 
rosary case and giffues 


No. 33 $4.50 
Men’s black bead ro- 
sary, engraved cen- 
ter and cross, in 


genuine leather cases 
and gift boxed. , 
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No. 525/6 $7.50" 


Fire polished beads 
in crystal and as- 


4 
sorted colors. < 
. 105 Chambers St. * Available in GENUINE RHODIUM PLATE at same price. | 
New York, N. Y. NEW YORK CHICAGO PHILADELPHIA LOS ANGELES 
Irving Reiss Jerome J. Hochberg Paul M. Stern Jack Klein 
55 Cromwell St. 105 Chambers St. 29 East Madison St. 203 Washington Square Bldg. 448 South Hill Street 


Division of G. Klein & Son Providence, R,. |. New York, N. Y. Chicago 2, Illinois Philadelphia 6, Pennsylvania Los Angeles 13, California 






NOW! enjoy bigger profits repairing 
Ronson Lighters with genuine Ronson parts! 


Order the new Ronson BA-2 Lighter Repair Shop System, 
(cabinet, repair guide and display)... . . . $29.83 
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. Compact, sturdy steel cabinet. Essential new Ronson Colorful plastic window 
| SIZE: 13%" x 10%” x 6”. lighter repair guide. or counter plaque. 








Check these outstanding features ! 


1. Genuine Ronson Parts! Made by Ronson for all Ronson Lighters. 


2. Balanced assortment! Makes 95% of all Ronson repairs! You get more of the parts 
you ll use most, fewer of the parts you'll need least—no “slow movers’’. 


3. Compact, sturdy steel cabinet can be stacked easily with all standard repair kits! 
Can be kept up-to-date indefinitely! 


4. Easy stock control system! Practical system provides Index Card Separators— 
every part you want is at your fingertips! 

5. Indispensable new Ronson Repair Guide! Instantly spots and diagnoses the trouble 
—then automatically selects the necessary parts you'll need. Guide also shows part 


numbers, your cost, part and model interchangeability for 225 different genuine 
Ronson parts for over 60 Ronson Pocket and Table Lighter models! 


6. Colorful plastic window or counter plaque! Identifies your store as “the place to go” 
for genuine Ronson repairs. 
The Ronson BA-2 Lighter Repair Shop System is endorsed by leading watch and lighter 
repair authorities throughout the country! ORDER YOUR BA-2 SYSTEM TODAY! 


See your supplier or write to: Ronson Corp. 31 Fulton St. 
Newark 2, N. J. Att: Accessory Division 





maker of the world’s greatest lighters and electric shavers 
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eautifu new designs for Spring 





























This Spring, Forstner’s distinctive jewelry appears in superb new styles in Gold- 
filled or Sterling Silver Rhodium-finish. Some with cultured pearls. Designed for 


selling in matched sets... or individually. Plan now to feature these Forstner 


designs... especially for the big gift occasions coming up. Sales promise to be good! 


Pins and Earrings from $6.00 retail 

Matching Necklaces from $12.50 retail 

Matching Bracelets from $9.00 retail 
> 

| JEWELRY’S NAME FOR QUALITY 

FORSTNER, INC., Irvington 11, New Jersey 


Showrooms: 
320 Fifth Avenue. New York 1, N. Y. + 29 E. Madison Street, Chicago 2, Ill. « 448 S. Hill Street, Los Angeles 3, Calif. 
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Beautifully New! Small-space dis 
play helps you take advantage of 
the tremendous sales momen 
tum already developed by the 
new Slim-Lighter! Display fea- 
tures four brilliantly gleaming 
chrome Slim-Lighters. Price to 
retailers: $14.40. Returns $24. 
Ask for SL-1440! 


Here’s how to cash in on the success of the 
ALL-NEW ZIPPO SLIM-LIGHTER! 





Gleaming Ribbon de- 


Zippo's new Slim-Lighter is already a runaway success dan Siiendiahie. Pee 


. and now we re pushing it still further ahead with he men or women. In rich 
: . ae a ot chrome, retails $6. 
a terrific new display ... plus exciting BIG-SIZE 


advertising in Life and The Saturday Evening Post. 


There’s a stunning FULL-PAGE ad for Mother’s Day! 
Another FULL-PAGER for Father’s Day! 
Another WHOLE PAGE to spur vacation sales! 


Every one is aimed at giving your customers the 


urge to buy this completely new, slender. 


lightweight lighter with all the famed Zippo qualities e\ 
of easy action and sure lights! Here’s a self-starting : AP; 
seller for men and women! Order today! with the famous Zippo guarantee 


Zippo Manufacturing Company, Bradford, Pa. In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 
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BREAK OUT OF THE WEB:? 


if your Watch Business is 
caught in the web of 


Price-Cutting, Discount Houses, 


Pe AN gy ORE NER OA RE REI AR EOC 


Canvassing, “Over-Distribution”’. . . 


Pe, sami 
PAS © 
Soy a 


Bo ie Here is the positive Solution 


THE FAVRE-LEUBA Plan offers 2-Way Protection-for LIFE: 
(1) Monitored Distribution... (2) Guaranteed Exclusivity 


For many years—99 out of every 100 jewelers have been losing sales and customers—because 

of discount houses, canvassing, price cutting and over-distribution ... Today, there’s one sure 

method of permanent correction—The Favre-Leuba Plan. Its arrival has been hailed by ethical 

jewelers everywhere. Many responsible jewelers have adopted the plan...tested it...and 

Typical of Favre-Leuba quality applied it...checked it with their own experiences...In store after store it has proved 
. extremely thin, of ficially- completely successful! 


Pe es eH a The Favre-Leuba Plan is based on a signed Franchise Agreement—the only document of its 
18 Kt. Gold case; 18 Kt. Gold kind in watch history. This agreement states in clear-cut, unmistakable language that the jeweler 
applied-figure dial. Retail holding it is the exclusive authorized Favre-Leuba retailer in his locality! It offers lifetime 
(F.T.1.) $250. protection for the jeweler in 2 ways: 

Other Favre-Leuba "'Temper- 1: MONITORED DISTRIBUTION: Only one of the responsible jewelers in each community is qualified for 
ature- Adjusted” Watches from selection as a Favre-Leuba Franchised Retailer. All sales are carefully monitored. 


2: GUARANTEED EXCLUSIVITY: With our signed guarantee of exclusivity each franchised retailer can 
build Favre-Leuba sales as his OWN PRIVATE BRAND—with full profit on every sale—completely protected 
against price-slashers and cut-throat competition. 


If your watch sales are affected by the cancerous conditions that are plaguing so many retailers 
...if you are a responsible jeweler—investigate the Favre-Leuba Plan. Write me for all details. 


; ey oe; 


Norman Roth, President 


FAV RE - s E U B A Watch and Chronometer Co., 


665 FIFTH AVENUE, NEW YORK 22, N. Y. a 


——— 


Sold and Serviced in 50 Countries ... Since 1815 TRE farkide \ 





INTRODUCING SIX 


FULL-TIME--superbly styled to look right for work or play or dress 
FULL-TIME--lastingly sturdy...they don't have to be pampered 
FULL-TIME--2guaranteed dependable time-keepers, all day, every day 


NE WW 
“EULL-TIME” 
watch for men 


WRIST BEN WATERPROOF 


Here’s the kind of watch active young fel- 

lows and busy men are looking for—at a 

price anyone can afford! New Wrist Ben 

Waterproof combines all these “‘extras’’ 

of far more expensive watches...it’s 

smartly styled, waterproof and dustproof*, : : 

shock resistant, anti-magnetic. Aad the Wrist Ben Waterproof #688 Wrist Ben Waterproof 4698 
big plus - its “‘full-time appeal! With White luminous dial, gray padded Black luminous dial and smart ex- 
sleek polished chrome-finish case and leather strap. pansion band. 

stainless steel back, luminous dial, care- $995 $497 $1095 $746 
free performance— it’s a watch to be Retails for *9 Dealer cost 96 Retails for 910 Dealer cost *7 
worn proudly anytime, anywhere. *Stoys waterproof and dustproof provided original seal is replaced if opened for service. 


this dramati 
diaplay FREE | 
. 
For your protection, Westclox products are Fair Traded 


Wrist Ben Waterproof Assortment No. 675 a in all states having Fair Trade Lows. Prices quoted 
Contains 6 watches—3 each model ' above do not include taxes and are subject to change. 
Dealer cost $4329 mrt “FULL-TIME” ADVERTISING, TOO! 

Profits ahoy! 6 Wrist Ben Waterproof* AZ -. 8 These new items and all other Westclox 
watches anchored to a life-like buoy. ¥ basco : watches and clocks are heavily pro- 
Famous-name banner flags customers. We Bf / En moted for you all year ’round in national] 


Watch tube is easily removed for quick > a : magazines and network television. Use 
and handy demonstration. i free displays to tie-in for extra sales! 


Remember, more Westclox GT 
are sold than PRODUCTS OF Bimaitam CORPORATION 
any other timepieces. 


By the makers of BIG GIN «+ LaSalie-Pery, Illinois 


These sensational new products mean fast sales-- FULL-TIME PROFITS FOR YOU—ORDER NOW! 


24 THE JEWELERS’ CIRCULAR-KEYSTONE 
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3 “FULL-TIME” 





Coquette 4658— At last, a dainty, completely 
feminine watch that’s waterproof and dust- 
proof*! In stunning chrome case with high- 
style black luminous dial. Sweep second 
hand. Stainless steel back; tapered leather 
strap. 


Retails for $1295 Dealer cost $g42 








BY WESTCLOX 


NEW COQUETTE SERIES 


Just the lovely little watches women and girls have 
been wanting—to wear all through the day and evening. 
Careful craftsmanship makes their trim styling 
irresistible...and they’re irresistibly low-priced, too! 
Every one is shock resistant; anti-magnetic. 

This smart new line of ladies’ watches opens up 

a whole new area of profits for you! 


Coquette #659—Fresh-as-Spring styling in 
gold-color case, with crisp modern dial. 
Sweep second hand. Tapered leather strap. 


Retails for 91195 eater cost $774 


waterproof” 








Order Coquette 
Assortment 





Coquette Assortment No. 657 


Contains 2 each Coquette watches 


EUMLBOGS DAL 
SWEEPS SEX DED RABG 





Dealer cost $4956 





No. 6857 


This smart 3-D display turns more 
feminine heads than a _ wolf-whistle! 
Has pilfer-resistant display of each 
model, convenient demonstration bar. 
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Coquette# 660— Designed to catch the femi- 
nine eye—an enchanting dress watch that 
doesn’t have to be “‘saved”’ for special occa- 
sions. Has dainty “quilted” dial pattern, 
gold-color case with matching expansion 


Retails for $4295 Dealer cos? $g42 


EXTRA !... 
A mot new- 


A new thin design. Dependable Westclox 
watch...priced for quick and easy selling! 
Dax is shock-resistant and anti-magnetic. 
Has compensated hair spring and non- 
breakable crystal. Order now! 


Dax No. 620 
Retails for $350 Dealer cost $245 









































The Second Inauguration of the President and Vice President 


of the United States will be commemorated by this official medal 


...made of Handy & Harman Gold 


Once again the Medallic Art Company of New 
York City has the singular honor to strike the 
official inaugural medal, designed by the distin- 
guished American sculptor, Walter Hancock. 


Only once before in the nation’s history (at the 
inauguration of William Howard Taft and James 
S. Sherman) has the medal carried the likenesses 
of both President and Vice President with their 
names on the medal’s obverse side. 


HANDY & HARMAN 


82 Fulton Street, New York 38, N. Y. 


Two medals, in gold, will be presented to the 
President and Vice President. 


Five hundred medals struck in silver and twenty 
thousand in bronze will be offered for sale to the 
public through The Inaugural Committee, 1022 
15th Street, N. W., Washington 5, D. C. 


Handy & Harman is again pleased to have manu- 
factured the gold and silver used in these medals. 


Photographs Courtesy of 
Medallic Art Company 
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matched to the 
Yeutuse Sich . 


diamond rings 


Each man’s Acceptance Ring is beautifully 
inscribed with the traditional expression 
of love and faith... ‘‘Love Conquers Alli” 
... from the Latin—"‘Omnia Amor Vincit.” 


7 


Pon 


Handsome presentation 
case creates a 
“double"’ sale 
for you! 







THE ACCEPTANCE Ring, token of love and faith 
from the bride-to-be to her beloved... 
proclaiming to the world that he is her accepted. 
Now, the tradition of the ACCEPTANCE Ring 
has become today’s accepted betrothal fashion. 
Mr. Jeweler, when you show the exquisite FEATURE LOCK Rings for her.. a 
just show the handsome matching diamond ACCEPTANCE Ring - 
for HIM! You'll make an EXTRA Sale! 
So don’t lose any time in being the FIRST to CASH IN on this NEW TREND! 
Write today for stimulating ACCEPTANCE Presentation... : nia 
includes over-the-counter selling tips, ad mats, counter cards, < ww H ve IS o | 
beautifully illustrated customer folders, “personalized” form letters and more. iad := iL. | 


PIE ELIS 


Contact your authorized FEATURE LOCK WHOLESALER today, or write for full information. 
FEATURE RING COMPANY, INC. 130 WEST 46TH STREET, NEW YORK 36, N. Y. 


©r g. CO. 1957 FEATURE LOCK PAT. 2507348 AND OTHERS. OMNIA AMOR VINCIT—REG. T.M. APPLIED FOR. @ ACCEPTANCE IS A REG. T.«. 


FACTORY SEALED 


SEALED FoR PROTECT in, 
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AND YOURS! 
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Now, the tested, proven Super Gruen tormuia 
for creating volume sales and top profits for 
iewelers comes to Diamond set and Diamond 


dial watches! 


The formula: Newest Look in Time styles, famous 
Gruen quality, revolutionary factory-sealed 
package, plus big consumer value and !ow sell- 


ing price to jewelers... equal... super profits! 


The watches: these stunning new Diamond sets 
for ladies and Diamond dials for men... with 
exclusive POWER-PAK’ | 


Dramatic, Different Advertising 
Reaches Millions! 
Super Gruen advertising in LIFE and other 
leading national magazines places hard-sell- 
ing emphasis on the watches themselves: their 
styles, new features, low prices, reaching mil- 
lions of potential watch buyers with a compel- 
ling sales-building message for Gruen... The 


Newest Look in Time! 


A Natural for You to Promote! 

The jewelers who've had the biggest success 
with Super Gruen are the ones who have pro- 
moted it to the hilt. And there are so many 
different ways you can promote, merchandise, 
develop store traffic with Super Gruen... . with- 
out sacrificing your profits. That's why it will pay 
you to call us right away, not only about 
these bigger-profit-making Diamond set and 
Diamond dial watches, but also about the ex- 
citing Super Gruen Autowind and the great 
new Super Gruen Water Resist! 


GRUEN... 
THE NEWEST LOOK IN TIME 


The Gruen Watch Company, Time Hill, Cincinnati 6, Ohio. 
29 
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Foster 


. . . When you show Foster | 
Men’‘s Jewelry to your customers 
ae you’re reminding them that | 
bog you respect their good taste 
Unit No. 207 . . . that you know only the 
(Key, 900) $10.50 neatest, most elegant, original 
styling in men’s jewelry is 
fine enough for them. 
... And it is also true that 
| the leader in style is usually 
the leader in profits. Foster 
offers you both . . . outstanding 


men’s jewelry styling that 
75/3419-S (750) $7.50 brings fast turnover and 
Ham, Sterling insert ‘greater profits. 




















Hand Engr. 


Available Through America’s 
Leading Jewelry Wholesalers 
7 











35/2428-S (350) $3.95 
Ham, Red Stones 


Rhd, Black Stones ; 50/2398-S (500) $5.95 , 
Ham, Rhd., Hand Engr. Ham, Rhd. with Crystal 





50/2402-S (500) $5.95 


FOSTER METAL PRODUCTS, INC. 


Manufacturers of Men’s Jewelry and Watchbands @® 37 Union Street, Attleboro, Mass. 
27 €. Madison St., Chiteago, tit. © 687 Miestoan St., Gen Preneises, Cott ¢. 
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PCORO INC.. NEW YORK 
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very elegantly yours 


s« 


7% 


AS SEEN IN VOGUE MAGAZINE .. . Vendome Couturier Jewelry 


This fabulous, imaginative collection of VENDOME. jewelry. has been created by the most talented designers in America and 
on the continent, to translate 'fashion-firsts" into a sophisticated collection of couturier jewelry with a continental flavour . . . 
perfectly fashioned to the American taste. Style-minded stores will welcome this distinctive achievement in jewelry. For further 
information about this distinctive new line of elegant jewelry, please write VENDOME, 47 West 34th Street, New York |. 
VENDOME, A DIVISION OF CORO INC., NEW YORK. 





















1. cash buyers of jewelry stores 
— beginning and backbone of 
our business; famous for a 54- 
year-old policy: always a reli- 
able offer, usually the highest. 


2. liquidation sales — majority 
of stores we buy are for liquida- 
tion. Our liquidation and auction 
sales have made history and set 
standards in the industry. 


3. liquidation sales on a commis- 
sion basis — stores planning 
their own liquidation, asking for 





write, phone ... or when you're in the Boston vicinity, drop in and say hello to 











liquidation sales 








ge © cash buyers of 


entire wholesale 
stocks 











Gordon service, have sometimes 
had to be refused. No longer! 
we've just enlarged our organi- 
zation to handle these, com- 
pletely ... in every sense of the 
word, for we buy up any 
merchandise that might be left 
after the sale. 


4. cash buyers of entire retail 
stocks — it has been of untold 
advantage to some jewelers be- 
cause of expiring lease or 
personal preference .. . that we 
can quickly buy, pack, and move 
their entire stock to Boston. 
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HOW WELL DO YOU KNOW GORDON BROTHERS? 





Most everyone in the industry knows us first and foremost 
as the oldest and largest cash buyers of jewelry stores. 
This was and is the backbone of our business. But 







54 years of growth in organization and operation 
have developed other phases you may not 
know about... and should. You may not plan 
retiring or selling your store ’til 1997, 

but you may have a surplus stock to 

sell us by mail tomorrow. Here we 

present the Gordon story complete... 

its very completeness making us 

able to serve you better 

and pay you better 

in every single 

transaction. 


ns, 






7. commission ba: 







COMPLETE SERVICE IN BUYING 
AND LIQUIDATING JEWELRY STORES AND STOCKS 





7 ae buyers of 
manufacturers’ and 
jobbers’ close-outs 





5. dealers’ sales — originally the 
main way we disposed of such 
stocks was our “Dealers’ Sale’, 
a unique institution, long-re- 
membered by anyone who at- 
tends one, for merchandising 
precision, lightning-speed selling. 


6. cash buyers of surplus stocks — 
as dealers looked to us for more 
such merchandise, we were open 
to buy more kinds of stocks. A 
new division of our business set 
up this simple routine for selling 
your surpius: ship stock express 


collect, merchandise held intact 
until you approve our check. 


7. cash buyers of jobbers’ and 
manufacturers’ close-outs — with 
the growth of our dealer outlets, 
came confidence in buying prac- 
tically any item no matter how 
large the quantity. 


8. cash buyers of entire wholesale 
stocks — we've bought some 
large and famous ones, our only 
limitation, space, easily solved 
by moving to our present head- 
quarters. Here stocks from all 


over the U. S. can move in and 
flow out readily. We call it... 


9. “operation, clearing house” — 
stock not wanted in Texas may 
be needed by a jeweler in Maine. 
A manufacturer’s discontinued 
line may be wanted by our pre- 
mium outlets in Boston and 
Detroit. Dealers, jewelry stores, 
even department stores are in- 
terested in the stocks we buy 
and the turnover is fast! One 
more reason we can buy more 
and pay more for everything we 
buy. 


Wien IS 
Pru Ou O47 hoe, 38 Bromfield Street, Boston 8, Mass. Telephone HAncock 6-3233 
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As appearing in full color in HARPER’S BAZAAR, March 


© 1957 TRIFARI 


she can’t 


SYNCOPATION ... Necklace, 6.00; 
Bracelet, 5.00; Earrings, 4.00. 
Prices plus tax. Jewelry design copyrighted. 
Not authentic unless stamped TRIF ARI. 
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only 11/3 jewelers 


in 10 can get these watches 








“SEA DIVER” ‘“SEAMAID” 


PREVIEW OF 1960 waterproof’styling "39" 


1960 styling — at a low, low price! The “Sea Diver” for men and For over 79 years, quality rather 


the ‘“‘Seamaid” for ladies have chrome top, stainless steel back, 17 than quantity has been stressed 

? : , br ‘oton Watchmakers. 

jewels, genuine leather strap, and guaranteed unbreakable main- y C1 oe ee 
Slow, painstaking craftsmanship 


spring and balance staff. These outstanding values can be your top and much time is needed to 
sellers — all year ’round! produce these perfect watches. 
For that reason, production is 
limited, and only 13 jewelers in 10 
can benefit from the protective 


*As long as case is unopened, crystal intact 
tIncludes Federal Tax 


distribution that comes with every 
Croton time-piece. Only these few 


can benefit from our much 


NIVADA GRENCHEN highs vended: 


Distributed by 
CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 





























Mr. Jeweler 


®Give YOURSELF 
®Your EMPLOYEES 
®Your JEWELER FRIENDS 


A COPY OF [> 














Here is a GIFT any RECIPIENT will 


Appreciate, Use and Treasure for Years to Come 
THE JEWELERS’ 


It contains an invaluable wealth of information essential to DICTIONARY 

Jewelers, Watchmakers, Gemologists, and all others seeking 

information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. 

More than 4500 word-and-term definitions, many of them 

clearly illustrated. Complete comparative table of Interna- S$ 50 
tional ring sizes. Eight full-page plates illustrating over 125 Post Paid 
varieties of stone cuts. Facts on Sterling and Plated Silver- 7 

ware. A table listing American Watch sizes and enlarged Hard Cover Bound in Rich 
views of Watch parts PLUS a trilingual vocabulary of horo- Blue Cloth with Gold 
logical terms. An explanation of Gemstone charatceristics, Stamping 
tables of weights and measures, Wedding Anniversaries and 


OO ORDER TODAY y| 


AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 


Director of 
Bowman Technical School 


C. M. Hoke 
Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 


Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A Limited Quantity 
Available 


Check or money order must accompany al! orders. 


DO NOT SEND CASH 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. 
Philadelphia 39, Pa. 
Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


is enclosed 


is enclosed 


2 ae Ge Oe ee Oe Se Se Oe Oe oe Oe oe oe oe oe oe oe ee ee oe oe oe oe ld 
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only 1'/3 jewelers 


in 10 can get these watches 





“AQUAMATIC SEAMAN”’ 








“AQUAMATIC LADY” 


~ PREVIEW OF 1960 self-winds *49* 


One glance is all your customers need to fall in love with these self- 
wind waterproofs*! For men, the “Aquamatic Seaman” with all 
stainless steel case. For women, the ‘‘Aquamatic Lady” with chrome 
top and stainless steel back. Both have 17 jewels, genuine leather 
strap, guaranteed unbreakable mainspring and balance staff! 


* As long as case is unopened, crystal intact +Includes Federal Taz 


CROTON 
NIVADA GRENCHEN 


Distributed by 
CROTON WATCH CO., 404 Fourth Ave., New York 16, N. Y. 


Fine watches since 1878. 


For over 79 years, quality rather 
than quantity has been stressed 
by Croton Watchmakers. 

Slow, painstaking craftsmanship 
and much time is needed to 
produce these perfect watches. 
For that reason, production is 
limited, and only 14 jewelers in 10 
can benefit from the protective 
distribution that comes with every 
Croton time-piece. Only these few 
can benefit from our much 

higher markup. 








ACTUAL RECORDS 
SHOW 


kKreisler 


SHOWCASE 
HAS BOOSTED SALES 
AS MUCH AS 


196% 
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YOUR WATCHBAND SALES WITH 




















No wonder they try so hard to copy the orig- 
inal Kreisler Showcase. All this... showing, 
storing, selling...in a total space of 40” x 
40” x 24” deep! Available in Blond Oak, Wal- 
nut or Mahogany. Special finishes at slight 
additional charge. 













HOLDS MORE, SELLS MORE, TAKES LESS SPACE 


Suddenly, less than seven square feet of floor space becomes a complete, modern 
watchband department. Fifty six watchbands go on view. Plus eight circleties. And 
twelve leather straps. The cream of the Kreisler line, fashion-perfect and ready 

to sell as only Kreisler can! 


236 BANDS RIGHT AT YOUR FINGERTIPS! 


And there’s more here than meets the eye. For, in addition to the bands that you 
display, fingertip control trays keep you right on top of another 180 bands . . . and 
still leave room for larger items! 


JEWELERS WRITE THEIR PRAISE!I* 


Does the Kreisler Showcase really build sales? Read these comments by 

jewelers who are using the showcase right now. From Virginia: “. .. moves bands we 
thought were slow sellers.”’ From California: “a tremendous boon to our 

watchband volume.” From Texas: “‘. . . most valuable recent addition to our store.” 
From Indiana: “gives us complete stock control.”’ From Illinois: “easy to sell 

from, appearance is excellent.” *actual names and addresses on request. 












St OT’ SHOWCASE! 


THIS SHOWCASE IS YOURS WITH AN ORDER FOR 42 WATCHBANDS 


Our confidence in this proven, sales-tested merchandising marvel is so unlimited 

that we will give you as long as one full year to pay for it. Your Kreisler salesman wil! 
be happy to tell you about this showcase in detail. These 42 bands retail for 

$296.07 not including Federal 'Tax—that’s all you pay for the bands and the 


showcase, just $296.07. 


MAIL THIS COUPON TO LEARN HOW THE KREISLER SHOWCASE 


CAN BUILD SALES FOR YOU!. 


Jacques Kreisier Manufacturing Corporation 
9015 Bergenline Avenue 
North Bergen, New Jersey 


The Kreisier Showcase may be just what | need for stepped up watch- 
band sales and better inventory control. | am interested in more informa- 
tion on the case itself and the job it has done wherever it’s been used. 








[) Please send me further [) Please have salesman call to discuss 
information. it with me personally. 

Name 

Address 

City Zone State 








1. Behold the Jeweler—as doubting 

a Thomas as ever doubted anything 2. “Sure,” says George, “I do a 
(his name, by the way, is George). little gift business in watches on 
At this moment, he’s doubting Mother’s Day, Father’s Day, 
about watch sales in the merry Graduations, Weddings. But let’s 
month of May, also March, face it, pal, Christmas is when I sell 
April and June. watches.”’ 














5. As long as a watch still ticks, 
people never give a thought to 
replacing it. But “Do you still 
wind your watch?” starts them 6. It’s amazing how many of your customers still don’t 
wondering. Often, it’s the one know about self-winding watches. Tell them why you 
argument that can shake a man never have to wind a Mido. How you can actually swim 
loose from the watch his Great with it. How it is protected against hard knocks and has 
Aunt Gussie gave him for learn- an unbreakable mainspring. Why motors can’t affect its 
ing to play “‘Humoresque.”’ anti-magnetic movement. Now you’re selling. 


BIG ADVERTISING PLANS FOR 1957. 


Mido ads in LIFE... TIME... THE NEW YORKER... Newspaper mats... 
TV spots ...color movie films... displays... brochures. 
Selling help right down the line. 


Send for MIDO Catalog—the best selling friend you ever had 


Mido Watch Company of America, Inc., 580 Fifth Avenue, New York 36. In Canada: 410 St. Peter St., Montreal 1 
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3. Right you are, George. But 
hear us out. There’s a way to sell 
watches in the Spring over and 
above your gift business. Mido 
dealers proved it last Spring—by 
asking their customers the same 
provocative question Mido poses 
in its national ads, to wit: “‘Do 
you still wind your watch?”’ 








4. Everybody talks about awak- 
ening a replacement market in 
watches. Mido has done some- 
thing about it. You can make it 
work for you by selling your cus- 
tomer on the one BIG watch im- 
provement of the century—the 
self-winding watch. And the con- 
vincing is easier with a Mido. 






















7. Ladies’ self-winding watches, too! When Mido intro- 8. Any way you look at it, there’s no self-winding line 
duced the world’s smallest self-winding lady’s watch, we like the Mido line! 
were frankly unprepared for the eager demand. It proved —the world’s largest selection of styles 






that self-winding watches were as right for women as for in self-winding watches. 

men—provided they were fashion right...and really —the world’s smallest self-winding ladies’ watches. 
worked! These Mido Miniatures, smaller than a dime, —the only maker of self-winding watches only. 
have opened up a whole new market for jewelers. —the price protected line. 
















‘“‘Build a better self-winding sales 
pitch (with Mido) and customers 
will wind a path to your door.” 








with owerwind 
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AUTOMADE 


DISCS * BRACELETS 


NECKCHAINS 


IN A WIDE VARIETY 
OF STYLES and SIZES 
both plain and fancy 
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OPERATION 248: YOUR BEST DIAMOND BUY 


NO LONGER do shipments of Diamonds 
valued at less than $250 have to be cleared at 
port of entry. As a result of a U. S. Customs 
ruling, such shipments now may be sent air 
parcel post directly to your store, the 10% 
duty being collected by the postman. The 
savings in time and money are important. 


To enable U. S. jewelers to take maximum 
advantage of the new Customs ruling, I de- 
vised “Operation 248” which consists of 8 
standard parcels of Diamonds in 4 different 


grades, each priced at $248. 


Send for a copy of my 3-color folder which 
describes “Operation 248”’ in detail and in- 
cludes New Wholesale List 730 
(prices per carat in U. S. Dollars). Also 
order forms. Fill out coupon at right and mail 


Price 


today. 
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Store Name 


Address 


Fine Diamonds 


Direct from Antwerp 


to your store 





AA (8008s GemeRe Eten LeEED 


JOACHIM GOLDEN 


. 


A 


STEIN 





DIAMOND CLUB — ANTWERP — BELGIUM 
15 CENTS POSTAGE FOR AIRMAIL 


eae ee ee ee oe aD me ae ae we eG a et Gm am a a ae am ae Ge am meme 


.... Zone 


Joachim Goldenstein, Diamond Club, Antwerp |, Belgium 


Please airmail a FREE copy of your 3-color folder 
describing “Operation 248" 
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why sell 
half a watch 
when you 


can sell 


Louis Aisenstein & Bros., Inc., 16 E. 40th Street, New York 16, N. Y. 
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jewelers 
say: 
“‘fastest-sellang 
watches 

we ve 

ever 
stocked!’ 


“can’t match them at anywhere near the price!” “they have every- 
thing — style and dependability!”’ ‘‘never had such watches to sell at 
$10.95 to $16.95!" Jewelers across the country are reporting the 
biggest success story ever to hit the industry with MEDANAI! No 
longer need you offer customers either style or dependability in a 
watch at a price! MEDANA gives you BOTH! 
MORE STUNNING STYLES THAN EVER BEFORE! 
—Waterproof* and slim dress watches for men! Tiny waterproof 
and fabulous new jeweled couturier watches for women! The most 
brilliantly designed new cases, faces, straps you’ve ever seen—in 
stunning new packages! More than 150 different watch fashions 
for men and women, boys and girls—the largest selection in the 
low-priced field. 
GUARANTEED MOVEMENTS - every MEDANA watch is 
fully guaranteed with free one year factory repair service. 
MEDANA is a product of the world famous Roamer Watch Com- 
pany of Soleure, Switzerland—one of the 3 largest watch factories 
in the world! 
NOBODY ELSE COULD DO IT — only MEDANA -— with 
its gigantic resources and generations of Swiss watch-making skill 
—could bring you styles like these, with movements like these —at 
prices like these: $10.95 to $16.95 retail plus tax. 
. PLUS-NATIONAL ADVERTISING IN:Vogue; New 
Yorker; Sports Illustrated; New York Times Magazine; Holiday. 
INCLUDING ALL-OUT DEALER SUPPORT! Full Main- 
tained mark-up; Stunning displays; Sales-getting promotions; Mat 
ads that really sell; Editorial and TV support. 







Product of the Roamer Watch Co., 
Soleure, Switzerland. 
Established in 1888. 


*stays waterproof and dustproof as 
long as crystal, crown and back 
are intact, or expertly replaced if 
removed. 













































ne oe 









ne von | ae m which smaller diamonds 
the girdle of alarger diamond 
to create an Albeaioe P increa. ed size and Perec 


This patented construction is used ¢ m he 


F eature=-Glo- dx e rmt= On=~ | if setting . 


manufactured and sold dite: Feature ’ Ring Company, I Ine. - pee 



























Shown WITHOUT 
center diamond. 


Shown WITH Wa 
center diamond, '¢ 


As you know, Henry Peterson created, developed § We thank 
and perfected the famous: Feature-Glo, Sa i eature-( ‘Gem- m” s 
“Gem-on-Gem” setting ... acclaimed the most "assured that Fez ture. ting ( e 
sales-stimulating achievement in di | © Pathies to devel id bring to you exquisitely 
in years! aled ahd highly saleable merchandise to increase 
















There is only ONE Feature-Glo, “Comis Fe. m’ 
setting . 








the American Testing Laboratories, Inc. to make 
a diamond look 90% LARGER! 87% MORE 
_. BRILLIANT! 
_ Only Feature Ring Company, Inc. undir Patent | 
No, 2774231 can manufacture the A deseo a 


“Gem-on-Gem” setting . 


Company, Inc. can lawfully offer you Feature-C 


“Gem-on-Gem” settings. 


. PROVEN AND. CERTIFIED by — And, you Mr. Jeweler, can protect YOUR 
- SALES, YOUR PROFITS, and YOUR GOOD 
REPUTATION, by offering Feature Lock Dia- 


mond Rings, or other Feature Rings with the 











: tional advertising . . _ 
- largest ‘manufacturer of interlocking engage- 
m me nt and wedding rings for diamonds. | . 


FEATURE RING CO., INC. 


- diamond ring sales for jewelers everywhere. 


exclusive. patented Feature-Glo, “Gem-on-Gem” 
setting ... PRE-SOLD for you by extensive na- 
. and backed by the world’s 
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WE or 46 46th ST., NEW YORK 3, N. ¥. Y 


NOW! CAESAR’S HOUR 
IS ON BENRUS TIME! 











The best! America’s funniest man—the Great Caesar—winner 
i 
BIG SHOW! of the LOOK award, as voted by 150 leading TV critics. 


Terrific! 127 stations, the complete NBC network! Adds up to 
5 , 
BIG COVERAGE y 96% coverage of all TV territory, nationwide! 


Saturday nights— one (big!) hour from 9 to 10, 
W vd 
HEN? New York Time . . . 


5 Sid sells Benrus. Benrus jewelers sell watches! 
RESULT? 
Check your Benrus stock now. 


BENRU SX the Fine Watch of Guaranteed Accuracy 


Creators of the new Self-Regulating — the fabulous watch that regulates itself to perfection! 
Benrus Watch Company, Inc., 50 West 44th Street, New York 36, New York 
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Postgraduate 


Modern business publications provide postgraduate courses that make a definite 
and invaluable contribution to the progress of an industry and the people engaged 
in it. Not only do they convey and interpret the news and provide a sounding 
board for the opinions of industry leaders, but they actually teach what must be 
learned to keep abreast of competition. That’s why you will find that the men 
at the top in their fields—or headed there—are staunch supporters and avid 
readers of their industry’s business publications. And again that’s why it pays 


to advertise in those publications. 


The V oice of Authority... 


hilton 


COMPANY 


sivill 
| ' 


LL 
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Chestnut and 56th Streets e Philadelphia 39, Pennsylvania 


| 


ae 


CHILTON PUBLICATIONS: Department Store Economist « The Iron Age « Hardware Age « Spectator « Hardware World 


Mi 


Jewelers’ Circular—Keystone « Automotive Industries « Gas « Distribution Age « Optical Journal and Review of Optometry 


| 
‘ 


Motor Age « Boot and Shoe Recorder « Commercial Car Journal « Butane-Propane News e Tele-Tech & Electronic Industries 
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Selected and Serviced hy Leading Wholesalers 


Write for more 
information on Mason 
Custom Designed boxes, 


MECHANICALLY 
GUARANTEED 
FOR LIFE 


LA MODE 

now nationally 
advertised in 
LIFE and ESQUIRE 
to help 

increase your 
sales. 


This genuine onyx set with 
rhinestone center in a set- 
ting of Gold Filled retails 
for $14.00. 


RIPLEY & GOWEN CO., lac. 
ATTLEBORO, MASS. 


part 
+ DESIGN 


The Mason Box Co. custom design 
department will start with your speci- 
fications to give your company a dis- 
tinctive looking jewelry box. Mason’s 
designers are well experienced in 
creating sales producing packages and 
will gladly work up sketches for your 
approval. There is no obligation for 
this Mason custom service. 


TH OW. Box co. 


523 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


Write for the Cross 
select wholesaler’s name 
in your territory, and 
the complete story eon 
the entire Cross line. 

12 kt. G.F. Pen or Pencil 
retails at $6.60 ea. F.T.1 

Sterling Silver Pen or Pencil 
retails at $6.60 ea. F.T.1. 

14 kt. G.F. Pen or Pencil 

retails at $8.75 ea. F.T.1. 

Lustrous Chrome Pen or Pencil 
retails at $3.75 ea. No Taz 


A.T. CROSS acer 


FIFTY TUREE WARREN STREET 
PROVIDENCE 7, R LL USA 

















Bracelets 


ina wide variety 
of chain designs 
Available in 
Sterling Silver * 1/20-12 K.G.F. 
10K and 14K 





- 


A ’ a 





wry SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN CO. © Providence, R. I. 


NEW YORK + CHICAGO + LOS ANGELES 











MARCH 
BAND OF 
THE MONTH 


NEW in the Watchbands line is this 
handsome men's band with genuine 
reptile skin inserts, finished in 1/20 
12K Gold Filled or Stainless Steel 


with straight or curved ends. 


Ask your wholesaler to show you 
our complete line of men's, ladies’ 
and children's watchbands and 
expansion idents. 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 





LET BARROWS ST. CHRISTOPHER LOCKETS 
BE YOUR GUIDE... when you re looking for a 


sure way to add to your 





profits ... 


BARROWS—the outstanding name in 
fine jewelry. 


H. F. BARROWS CO. 


NORTH ATTLEBORO @ MASSACHUSETTS 





VOM MOVUS 


THE WORLD's Wut Honore! WATCH 


TEN WORLD'S FAIR GRAND PRIZEs * 28 GOLD MEDAL AWARDS 
- HIGHEST HONORS FOR ACCURACY FROM GOVERNMENT OBSERVATORIES 
Lt Oe : 


: : P oe akg 
gap) OFFICIAL WATCH For TIMING CHAMPIONSHIP SpoRTS THE WORLD OVER (gga i 


THE First WATCH OF AVIATION, EXPLORATION AND SCIENCE 


PLANS FOR SPRING 


The new Longines-Wittnauer watches for Spring will arouse your 
enthusiasm. New trend-setting style accents confirm Longines -W ittnauer 
leadership in fine watch design. The wide variety of styles and models 
offers unlimited sales opportunities. There are mechanical improvements 
which enhance quality and value. @ Plans for Spring include the contin- 
uation of Longines-W ittnauer national advertising on a record-making 
scale—the largest in size and scope ever placed behind watches of the 
highest character. Forward-looking Longines-Wittnauer jewelers will 


find here an opportunity to substantially upgrade their Spring watch sales. 


Longines Vtenauer Vieteh Company 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 


NEW ¥ ORK ° MONTREAL ° GENEVA 
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UCH STUFF AS dreams are made 
In a Boston hotel room one 


on: 
day in early February we were com- 
pletely baffled. We were struggling to 
throw off that roseate dreamland. 
which is the mental landing field of all 
poetic souls, and heave ourselves back 
into the cold gross world of space 
rates and cigars. 

Our eye lit on the radio. Just the 
thing! We turned it on. Now dulcet 
Dixie or King Saud’s tomato juice 
would perform the miserable necessary 
transaction and we would be restored. 

But neither music 
out of the loud speaker. Only an an- 
nouncer’s voice, saying: “Visit the 
Watchit store—the place where you 


nor news came 


save your cash and spend your 
credit!” 

Yielding to Fate . . . smiling a bleak 
smile of acquiescence . . . we fell back 
in the chair and closed our eyes. At 


any rate, we tried! we told ourself. 


IME-HONORED TIMER GONE: 

The four-faced 63-year-old clock in 
the tower of the Illinois Central rail- 
road at 11th Place and Michigan Ave- 
rue, Chicago, has been retired. The 
dependable old timepiece has served 
countless millions of Chicagoans and 
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SPEAKING OF THE JEWELRY TRADE 


out-of-towners in its more than three 
score years. 

If it could talk, the “old timer” 
could give a chronological recording 
of the Windy City’s growth and prog- 
ress—events of happiness and tragedy 
and crime that would verge on the in- 
credible. 

Retirement came after a windstorm 
had damaged hands and works beyond 
repair. It had ticked off more than 
half a million hours before it stopped. 

Now that its day of usefulness is 
over, it still “save” its four 
faces could it but know that no one 
clock is qualified to take its place. 
Four electric clocks will be required. 


could 





| thee shed: 


ITH THIS RING 


In the course of his duties as a 


66 


patrolman, Howard Frankel has “ref- 
ereed” a few marital battles, which he 
managed to settle with the battlers liv- 
ing happily ever after—or until the 


next spat. But recently he witnessed 


one without having a chance to bring 
about an amicable settlement. 

Two cars, he says, stopped at a 
traffic light on his beat in Elizabeth, 
N.J., and out of one flounced a woman 
who went into a pitcher’s windup and 
hurled a wedding ring at the second 
car. Both autos then drove off. 

Frankel turned the ring in at the 
station. “I’d have settled that spat, 
too,” he told the desk sergeant, “but 
they were too quick on the get-a-way.” 


‘OQ THAT'S WHAT makes him tick: 
On Oct. 10, 1956, Uganda ( Africa) 
Argus published the following: 

A group of doctors have revealed in 
San Francisco that six months ago they 
fitted a man’s defective heart with a 
valve made from a watch spring and 
nylon and he is now living a normal 
life. 

The spring, made of a special alloy 
and designed to work much longer than 
the normal human life span, had been 
put into the heart of a man who had 
had rheumatic fever. Such valves had 
worked successfully in dogs for up to 
21% years so far, the doctors said. 

The spring frame was covered with 
nylon and was soon enveloped by 
natural tissue growth. 





























Palladium profit pointers ...one of a series 
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...and white jewelry is what your women customers want! 





More and more... WHITE is becoming the popular And, as you know, palladium is well-known for its 











color for women’s jewelry. This trend is borne out 
by a recent survey among jewelers .. . and confirmed 
in a recent survey among potential customers. 

In this latter survey 71% of the young women 
interviewed preferred a white precious metal for 
their engagement and wedding rings. 


natural whiteness. 

Also, a diamond reflected by an illusion setting of 
palladium seems larger ... a point that your women 
customers are quick to appreciate. 

The sparkling whiteness of all-precious palladium 
can increase your jewelry sales, too. 


Palladium is modern ... white... light...strong... 


all-precious... easily w orked... nationally advertised. 


ad precous metrl of the platinum groap 


PLATINUM METALS DIVISION THE INTERNATIONAL NICKEL COMPANY, INC. 67 Wall Street, New York 5, N. Y. 


52 THE JEWELERS’ CIRCULAR-KEYSTONB 








oO 





B ACK-LOT PROSPECTORS: There 
are an awful lot of rock hounds 
in the country—fellows who tramp 
over hill and dale kicking up and pick- 
ing up small chunks of this and that. 
If they can’t identify them as fast as 
Dr. Pough, they have fun trying. 

Might be a good come-on for a 
jeweler to sneak a box of stones in his 
window now and then. Who knows 
how many juniors might go for them? 
Maybe seniors, too. 

Attractively boxed collections of 
minerals, with each specimen correctly 
named, can be had for as little as a 
dollar from Schortmann’s Minerals, 6 
McKinley Avenue, Easthampton, Mass. 
Big collections for the serious collector 
cost more. 


S QUOTED IN LOOK magazine 
for January 22: “A diamond is 
among the hardest substances known 
to man—especially if he’s trying to 


get it back.” 


EEPING TAB on the gab: If you 
are that rare person who talks too 
much and knows it—this is for you. 

A clamp-on watch that fits snug over 
the dial of your phone will warn you 
when your time is up. Announced in 
Popular Science for January, 1957, 
“Tel-Time” comes from Alexander- 
Benwood & Co., 16 Court St., Brook- 
lyn, N. Y. Runs 30 hours on one wind- 


ing. Sweep second hand, luminous 
dial and all. 

The gadget will take care of you if 
you have to catch a plane or pull a 
cake out of the oven. When it comes to 
checking the other fellow’s flow of gab 
—that, of course, is another matter. 


HATS ONE WEEK MORE? 
Harold Nehmer, jeweler of Cros- 
well, Michigan, had been patiently 
holding onto a clock that had been left 
with him 20 years ago for repairs. 
One day recently a man walked into 
the store and asked the amount of the 
bill. 
“Two fifty,” said Mr. Nehmer. 
“I’m a little short of cash right now 
but I’ll be back next week,” said the 
man, and left. 


EAUTY BLOOMS behind a ma- 

chine: Marlene O’Meara has been 
named Beauty Queen for the year by 
the Parker Pen Company. 

Normally her job is to operate a 
complicated machine that assembles 
fountain-pen caps. Now, with a flying 
squadron of runners-up, she will play 
hostess to the thousands of visitors 
who will take the twice-daily tour of 
the modernistic company plant. 

The little lady is a sure-nuf doll. If 
you don’t believe us, go to Janesville 
and see for yourself. 



























































"Somewhere along the line | played right into her hand!" 
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6¢f \}H WHERE, OH WHERE did my 

turkey come from?” This is 
the song Mrs. Ken Sara of South 
Africa is singing. 

She was about to stuff her Christmas 
turkey when she discovered its gizzard 
was already stuffed. Were those peb- 
bles? She rushed them to an expert. 
They were gold. 

She had bought the turkey at a de- 
partment store. She was back there 
in nothing flat. “Where did my turkey 
come from?” she panted. 

“How can I tell, madam?” The man 
spread his hands helplessly. “We get 


them from all over South Africa.” 


IS SENSE OF HUMOR still 
warm: One colder-than-usual day 

in January Jeweler Norman Brege, of 
Avon, N. Y., placed this sign in his 


window: 


If it’s too cold for you, 
Then it’s too cold for me; 
So if anyone needs me, 
It’s home that I'll be. 
This building is cold 

And cannot be heated: 
And when it’s this cold, 
I’m sure I’m not needed. 
These above few lines 
Were in a hurry chosen; 
For I ask you, what good 
Is a watchmaker frozen? 


HEN OLD FASHION isn’t old: 
Mary E. Franklin, manager of 
Henebry’s jewelry store in Fayetteville, 
N. C., reports the following incident: 
In January a lady came into the 
store. A young and very new sales girl 
approached her. “Can I help you?” 
asked the girl. “Yes, please,” said the 
lady. “I should like to see some Old 
Fashion glasses.” The girl smiled 
pleasantly. “I’m so sorry,” she said, 
“but we don’t sell antiques.” 


E DO GET AROUND: The Dia- 

mond News, published in South 
Africa, reprinted with acknowledg- 
ments two JC-K features in its Novem- 
ber issue—“A Christmas Story for the 
Jeweler” and “The Diamond Industry 
1955” by Dr. George Switzer of the 
Smithsonian Institution. 
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These famous names make... 


CURRENCY IN 


Pauline Trigere was one of the Selection Committee 
in last year’s Diamonds L. S. A. Awards. Her 
expensive clothes are the simplest, least tricked- 
out of any on the market. You just better have 
some good jewelry to put against them! Miss 
Trigere experiments by having some ornament of 
her own fancy executed in diamonds and gold. 
Then if store buyers exclaim over it, she 
“adapts” it for sale in her salon. Her little 


diamond turtle has become her mascot. 





Ceil Chapman says any dress is as good as its 
neckline, and jewelers agree. A pretty 

neckline is a frame for jewelry. Ceil has her 
pearls clasped at the side with her initials in 

tiny diamonds. She is wearing two necklaces 

and a pendant here. The loveliest sight you ever 
saw is an opera box filled with pretty girls 

all wearing Ceil Chapman dresses. She designs 
and manufactures apparel which is sold in 
specialty shops all over the country. 
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“Women like the idea of buying apparel created 
for them by a personality,” says Dorothy Dignam, 
who covered last fall’s Paris openings for THE 
JEWELERS’ CIRCULAR-KEYSTONE. “On ready-to-wear 
shoes, bags, millinery and virtually everything 


women wear you find the distinctive sales-line, ‘De- 
FA S H | O N signed by...” It’s no longer a trend but an actu- 
ality. Soon the field of precious jewelry will have its 
name-designers too. Your store will feature the work 


of at least one outstanding artist—and no other 
jeweler in town will have him.” 

















Lilly Daché is a big name on a small person. Claire McCardell is known in the American 


At the crest of the millinery era some years ago wholesale market for clean, stripped-down clothes 
she made 20,000 hats a year, which sold in in wonderful colors and fabrics, but completely 
500 shops at $60 to $150. Gradually she added casual. Sportswear departments delight in 
dresses. jewelry, a hair-care salon and a them. “Claire Flair” is what you get from this 
cosmetics firm. Miss “Dash-ay” was on the first girl. In her jewelry line anything happens— 
Selections Committee for Diamonds U.S.A. Awards, beads, buttons on strings, odd shapes and 
and designs her personal jewelry—always real. twists of metal. All for fun, of course. 
Her pride is a gold-and-topaz bracelet with her 

initials in tiny diamonds in Chinese. 
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Diamonds are... 


CURRENCY IN 


© THE AMERICAN WOMAN is undoubtedly the most fash- 
ion-conscious in the world. Whether or not she follows 
to the letter the decrees of Paris, Rome, or our own 
American designers, she knows the trends and will be 
influenced by them. 

High fashion in this country is not for the few and 
favored. Because of American ingenuity and mass pro- 
duction, dresses, hats, shoes, and other items displayed 
in Paris with fabulous price tags appear here from coast 
to coast in modified forms at modest prices in almost a 
matter of days after they are first shown. 

Fashion trends have great influence in the home, too, 
and women know what is considered the height of 
fashion currently in furniture, drapes, floor covering, 
china, glass, silver, kitchen lay-outs, and even kitchen 
utensils. You will find that your local hardware dealer, 
in his displays, bows first to fashion and then to modern 
invention and convenience. Bathroom fixtures, once sold 
chiefly on the basis of sanitation, are now “designed” 
in “exquisite decorator colors” for the most “modern” 
home. Thus even the plumber and fashion travel hand- 
in-hand. 

It has been said that about 80 per cent of the country’s 
purchasing power is in the hands of women. Therefore, 
it is important to know where most women like to spend 
their money. The answer is in a store that not only has 
the merchandise they want but also recognizes the im- 
portance of fashion in their lives. They would prefer to 
buy in a store that pays tribute to high fashion. 


Almost every woman believes she has a fashion 
sense. If she is far from Vogue or Harper’s Bazaar in 


appearance, it is very likely that she feels that this sea- 
sons clothes (and perhaps every season's) are too 
extreme or unbecoming to her. When she chooses her 
clothes, regardless of her taste or judgment, she is going 
to feel that she is smart in her appearance. 

There is a store in Boston where the ladies of Beacon 
Hill (sometimes called the carriage trade) loyally pur- 
chased their “Queen Mary” hats and their spring navy 
silk foulard dresses (with white polka dots). The store 
manager said, “We have a woman who makes up the 
hats for us. They cannot be purchased anywhere in the 
millinery market. And there is only one house in New 
York that makes those awful foulards. These women 
spend plenty and we are happy to have their business. 
But I doubt if they would spend a cent with us if we 
didn’t also carry fine, high-styled merchandise and have 
it on display. They feel that since they are buying in a 
high-fashion store, their purchases, too, are smart—at 
the same time showing their taste and discrimination. 


> So does fashion have its 


Possibly even a regal touch. 
influence even on the unfashionable purchases. 

The sub-teen girl, with her “shoe-horn fit” dungarees, 
seems to possess the minimum of style sense, yet she 
will be most unhappy if she cannot buy this apparel at a 
particular shop that her youthful herd favors. Possibly 


this is the awakening of her “fashion consciousness.” 


What does all this mean to the jeweler? Does 
he need to emphasize fashion? Perhaps you agree with 
a jeweler who said that his customers buy diamond 
jewelry because it is timeless and does not go out of 
style. That is true in a few cases. Most people love the 
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FASHION 





How’s your I1.Q. when it comes to 
the new styles? Don’t worry if it’s 
low. Here Gladys Babson Hanna- 
ford, the well known diamond lec- 
turer, tells you easy ways to catch 
up fast ... so that you and your 
store can capitalize on the trends to 


sell more diamond jewelry 





enduring beauty of the diamond and are impressed with 
it, but the way in which the diamond is mounted is some- 
thing else again. How about the platinum filigree dia- 
mond mountings of 30 to 40 years ago? Or the match- 
ing diamond bar pins of that era? How would you like 
to have a stock of those today? Or some of the flat 
clip-brooches and bracelets popular in the thirties? In 
some of these, the diamonds were so mounted that they 
were given little opportunity to catch the light and 
looked slightly better than glass. 


Fashion and improved design have increased the 
desirability of diamond jewelry. 

Do you, as a jeweler, realize how fashion, with no 
effort on your part, works for you? Did you ever hear 
of the jewel neckline designed to show necklaces to the 
best advantage? Ask your wife about the bracelet-length 
sleeve which has enjoyed a great popularity for several 
years. Bracelets as well as a good looking watch are 
essential with this sleeve design. Many of the cloth coats 
for spring and winter, even fur coats, including mink, 
have “push-up” sleeves. Again, jewelry is essential, and 
the finer the better. 

In view of all of this, fashion deserves some attention 
from you. 

If this is a subject to which you have given very little 
thought in the past, you might ask, “Where do I start?” 


As a beginning, do a little window shopping. If you 
are like many jewelers, the only windows you have 
looked at in years are your competitors’ and that prob- 
ably at night when stores are closed. Look at the clothes 


FOR MARCH, 1957 


displayed in the better dress shops, be familiar with what 
women are wearing. Of course, you must do more than 
that. Look at each piece of apparel in terms of your 
stock. What do you have in your store that would add 
to the beauty of each garment? Can you think of a new 
way of wearing a diamond accent? Let your imagina- 
tion go. Your wife can be of great assistance, but do it 
first alone. See it with your own eyes; form your own 
opinions. Then do it again with her. This way you have 
two imaginations at work. If a dress shop has fashion 
shows, they may be very glad to have your co-operation 
if you have some original ideas. 

In this way, you have an opportunity to emphasize 
your own fashion leadership in the fine diamond jewelry 
field. There will be some women viewing the fashion 
show who have not thought of your store in that light 
before. There is always the possibility, too, that some 
woman will find one piece particularly desirable that 
may mean a sale. 


Subscribe to magazines that present current fash- 
ion, not only in wearing apparel, but in the home. Maybe 
you already have these, but in your own mind have put 
a “for-women-only” tag on them. Don’t make that mis- 
take. Go through them thoroughly. This does not mean 
that you must read all the text in all of them. Much of 
the value to you will be in the pictorial material. Do not 
neglect the many pages of advertising. You may be sur- 
prised over a period of time at the number of manu- 
facturers who recognize the position of the diamond as 
the leading gem of fashion and use it to emphasize the 
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Currency in Fashion (continued) 


fashion position of their own wares. When they show 
diamonds in connection with their own product, it im- 
plies, “In our field, we have the same fashion leadership 
as the diamond in the gem world.” 

When you see a picture that shows the diamonds 
extremely well, buy a second copy of the magazine at the 


newsstand. Then, in your window, display one copy 
closed so the cover can be seen, and the other open, show- 
ing the diamonds as they are worn. If you have a piece 
that is similar in design or one that could be worn with 
an equal degree of smartness, of course, that should be 
shown, too. You don't have to scream the word 
“fashion.” It is all there. 

Most jewelers subscribe to their trade magazines and 


it is safe to assume that you do. How thoroughly do you 
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read them? (A sneaky question!) Too many jewelers 
stack the new copy on top of several unread earlier 
issues with the thought, “Someday I’m going to find time 
to go through these.” Someday won’t do! Take time 
now! You will find fashion material written just for you. 
For example, there are always articles on fashion trends 
in your JEWELERS CIRCULAR-KEYSTONE, which also 
keeps you advised of new items you should know about, 


as they appear in the market. 


CREDITS 


far left— 
diamonds, Tiffany 


raincoat, Lawrence of London 


Cite 
diamonds, Van Cleef & Arpels 
dress, Nona: 


Horwitz & Duberman 


right— 
diamonds. Brand Chatillon 


—— 
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Your trade papers give you in addition the complete 
story on the Diamonds U. S. A. Awards when they are 
presented in the fall. You can see pictures of the winning 
designs. The selections for the Awards, from hundreds 


of designs submitted, are made by some of the most 
fashionwise people in the country. A high percentage of 
the Award-winning designs have been sold quickly, in- 
dicating the consumer appreciation of the fashion im- 


~- 
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CONTINUED 


portance of good design. Some of these designs appeared 
so radical when compared with most modern jewelry 
that, had they not won Awards, it is doubtful if they 
would ever have gone beyond the designer’s drawing. 
Yet they found a ready market. 


Do more than just look at pictures of this kind. 
Study them. They will enable you to understand trends 
and give you a good fashion background which will pay 
off the next time a salesman shows you a line of diamond 
jewelry. You won’t be tempted to fill in your stock with 
pieces just because you have had an occasional sale for 
similar designs in the past. True, there will always be a 
sale for fine simple diamond pieces that are timeless and 
classic. You should have some of these in stock. But 
you won't build a reputation as a fashion center for fine 
jewelry on these alone. Even the most conservative cus- 
tomer, like the ladies from Beacon Hill, would rather 
buy her conservative piece at a store that obviously has 


fashion know-how. 


If you are convinced, by now, that fashion is im- 
portant to you, you probably see that much of what is 
written here will apply to other departments in your store 
as well as to the diamond department. But you must 
remember that to most women, no jewelry has the fash- 
ion significance of diamond jewelry. Even the smallest 
diamonds in a brooch or earrings or a charm for her 
bracelet make that piece more important, more signifi- 
cant when given as a gift. The more diamonds, the more 
important it becomes. This is good because it gives you 
a wide price latitude. 

A jeweler in Atlanta said, “The best way to combat 
unethical competition is not to try to beat them price- 
wise. Give the customer good design, good fashion, and 
good finish. These are the things the ‘bargains’ don’t 


have. Unusual, smart designs just aren't offered. Cheap 
mountings, sloppy workmanship, and bad finish no 
longer appear to be such good bargains when compared 
with a fine piece. Even if the bargain diamonds were the 
same quality, they would look inferior.” 


New ideas of presenting your merchandise will occur 
to you once you see your business as related to fashion. 
You will be amazed at your own originality in presenting 
your merchandise. 

A jeweler in Ohio attended a party at his country club. 
There, as the center of a table decoration, was a wine 
glass three feet high, well lighted from the base and 
filled with a bubbling liquid that resembled champagne. 
It had been supplied by a wine company. He made 
arrangements to borrow it and used it in his window. 
He then added a beautiful arrangement of diamond 
rings and three diamond watches. A small sign referred 
to these as Champagne Cocktail Rings and Champagne 
Cocktail Watches. All were chosen with care to create 
an aura of high fashion. The window attracted a great 
deal of attention. The result? He sold more rings to be 
worn on the little finger as a result of this window than 
he had sold altogether in the three previous years. He 
had a nice diamond watch sale, too. The fashion ap- 
proach paid off. 


Don’t say this does not apply to you because men 
make most of the major purchases in diamonds. Men buy 
diamonds for women, and most of them are smart enough 
to know that when a man buys a gift for a woman, it 
takes on added importance if purchased in a store that 
rates high with her. 

If you serve fashion, fashion will most certainly serve 
you. You will see the results where they count most— 
in the cash register. 








Now that you know the importance of fashion, 


study the following pages. They show a portfolio 


of new jewelry—tailored to the Fashions of ’57 
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For the jeweler there’s 


CURRENCY in FASHION 
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CURRENCY w FASHION 


° This is one spring when it will really pay you to 
take a carful glance at the new fashions! Just as a man, 
you ll be glad to see women looking more feminine than 
they have in years. The days of pencil slimness are gone. 
And as a jeweler you can take heart too—because the 


new, softer styles and draped, fuller 
lines call for more and more jewelry 
in every price range. 

And remember, jewelers are in 
the fashion business, whether they 
know it or not, or like it or not. 
Even a thousand-dollar brooch is an 
accessory, whose sale may depend 
upon the dress styles of the era and 
upon what the jeweler knows about 
those styles. There are some lean 
years when the designers dream up 
costumes that don’t call for much 
jewelry, and there are lush ones when 
all of the lines, fabrics and colors 
simply cry out for jewelry. This is 
one of those vintage years—so be 
glad you're part of the fashion in- 
dustry. Let’s see, then, where you 
fit into the fashions of °57, and how 
you can tailor your window dis- 
plays and your sales conversation, 
too, to sell more pins, necklaces, 
earrings and other jewelry to re- 
sponsive, style-conscious women. 

The Shape of Spring. This is 
a time of “remembrance of things 
past,” especially of the period be- 
tween 1910 and 1915. The silhouette 
is longer, more relaxed, with more 
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five years—at 











Standards for spring are set by this Claire 


McCardell twin-print ensemble, with the 
floral print of soft silk organza. Note 
lengthened hemline, supple silhouette, open- 


throated neck, sleeves that hug the elbow. 








ease of movement. Dresses blouse above and below the 
waist, which is often closely belted to accentuate the 
fullness above and below. Capes are back for the first 
time since 1936, and should be with us for the next 
least. Daytime styles are casual (typical 


of the sweet girl character who was 
supposed to spend her summers at 
Newport). Jackets are loose in the 
short length, comfortably fitted in 
the long. The shirtwaist is casual, 
too, often open throated. 

And for evening parties, the look 
is as feminine, elegant and supply 
flowing as the chiffons that will be 
worn by so many. The creeping 
hemline, bidding to elongate the 
whole style trend, has lengthened 
cocktail dresses almost to the ankle. 

Jewelry accent: There’s literally 
more room for pins . . . where the 
draped shoulder is caught up on one 
side, for eye-catching longer pins on 
the belt . . . for scatter pins on the 
lapel of dressmaker and softly-tail- 
ored suits. 

Hat, Head and Neckline. Close- 
to-the-head skull caps and very soft 
glamor fedoras will be popular. Hair- 
do’s will be longer. Necklines are 
deep, and the bare-necked dresses 
most often come with short sleeves. 
Sleeves, if they show at all, extend 
to the wrist or—good news for jew- 
elers—are cut short at the elbow. 

PLEASE TURN PAGE 


61 








































The longer pin, a new Spring 
note, here takes the form of a 
parrot. Tail and breast are of 
oriental pearls. It’s made _ by 
Lucien Piccard, and keystones 


for $110. 


Fourteen karat gold and stark 
white cultured pearls are the 
materials of this earring set by 
Maurice Goldman & Son. The 
texture is reminiscent of the new 
fabrics. 


— | a 
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Charms are important on popular 
bracelets this Spring. This photo 
locket is made in 14 karat gold 
by Photo-Sculpture. Prices begin 
at $10 keystone. 


This dark navy dress, simply but tastefully cut, is dramatized and White finish, use of cultured 
brought to life by the proper accessories. The double strand rope of pearls and diamonds—these make 
beads brings a bright touch to the quiet dress. A white enamel this 14 karat gold ring by Star 
flower is attached to the beads, and matching floral earrings complete Ring Manufacturing Company 
the accessories. The manufacturer is Marvella. style-right. Keystone, $35.50. 
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(continued ) 






Jewelry Accent: This is a time for bold, eyecatching 
earrings— large, three-dimensional jeweled flowers huge 
| drops, long pendants, or big buttons. Necklaces must 
go to new lengths both to fill the opening at the neck and 
to match the lengthened silhouette. Some necklaces can 


be measured by the yard. The long rope, the bib, the 
lariat are back. Shorter French-twists, however, look just 


as well with some of the stand-away collars of capes 
and tailored suits. 

Inches are left at the wrist for bracelets, most fashion- 
ably exhibited in groups of many different sizes, rather 
than one large one. The Italian influence, so prevalent 
in Milan straw hats, is recognizable in the many Italian 

































Even the globe tips a little in 


fashion’s favor in this four-pic- finishes of karat-gold bracelets. There’s the same fluidity 
ture sphere locket, rimmed with in bracelets that appears in the relaxed movement of 
garnets or cultured pearls. Sloan the over-all silhouette. Ribbons of gold look well on 


& Co. makes it for $160 keystone. : ; é 
the wrist, as do ribbons of rhinestones and pearls. 


Keyed to the Colors. White is all-important in tweed, 
silk and chiffon for dresses, coats and hats, for both 
daytime and evening wear. Beige and grey (especially 
Quaker grey), Irish green, and the whole lavender range, 
all the way from palest lilac to deep violet, are other 
color notes for *57. Remember these hues and others 
you ll see in the fashion magazines when you arrange 
your next window and counter displays; get lengths of 
these high-style fabrics, and spotlight your best selection 





Marchal, Inc., combined its “Por- 


trait in Crystal” with a circle of of jewelry against them. 


diamonds to produce this senti- Jewelry accent: Chalk-white beads, white pearls and 
mental and longlasting piece. A white-toned precious metals conform to the all-white 
Diamonds U.S. A. Award design. . . . 

wes " Pie idea. Diamond and crystal pieces look especially hand- 





some with the lavenders. The mauves, beiges, pale greys, 
pinks, jonquils and blues look well with yellow karat 


gold, gold filled and gold plate. 














It’s a Jewelry Year. The trend, as we said at the 
start, is for more and more jewelry of all types. There’s 
every reason to expect that diamonds, pearls and the 
whole family of stones, both nature-made and man-made, 
will enjoy a fashionable popularity not seen in many a 









moon. 
The longer, suppler, fuller, feminine silhouette furn- 





ishes rich opportunity for everyone in the jewelry in- 
dustry. So don’t be a fashion ignoramus. Make it your 






This 14 karat yellow gold ring 
is in keeping with the trend to 
larger stone rings for women. By 






business to become something of an expert, and show 






your style-conscious customers that you’ve got what they 







Church & Co.: about $400 retail. . want. 
Maybe you agree with the title of a recent best seller 
that Fashion Is Spinach — but you'll have to admit 





there’s a lot of gold for the jeweler mixed in with that 






spinach this year! 
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David Webb’s massive finger ring 
looks like an exercise in fashion 
for tomorrow. Braided wire work 
in 14-K gold, cabochon emeralds, 
rubies and sapphires give color. 


> 


This “Juliet” diamond ring by 
Keepsake has center stone and 
surrounding baguettes and bril- 
liants. Matching wedding ring. 
The set in yellow or white gold. 





TS JR See eeeeeeaeeerse* 





Above—This slender wristband of the 
“Golden Wisp” family is one of the new 
design concepts for Spring by Jacoby- 
Bender. With small end-o-matic ends 


the band will retail for $7.50 FTI. 


Left—For Spring Coro presents this bib 
necklace of varying length strands worn 
together. Each strand is made up of 
crystal and white beads. Prices begin ait 
$4 retail per single strand. 


‘ 

This is Karlan & Bleicher’s em 
erald-shaped “Spectaculight.” The 
setting utilizes small diamonds 
to create the large-diamond look. 
Other shapes too. 


$ 
One of K. Polishook & Son’s ex- 
citing “First Lady” diamond- 
ring sets. One-half carat total 
weight. This interlocking set re- 
tails for $249. Others %4-1% car. 





< 


Heavyweight in the Goldstein- 
Gerson spring lineup is this 
double-row diamond wedding 
ring. Available from % to 1% 


ap te — 
Ses a DN 
ZESER 


carats (total weight). 


» 


Artcarved’s diamond ring with 
two side diamonds ($190) and 
wedding ring with four diamonds 
($60). Stones are separated by 
swirls of gold in a modern motif. 


Above—“La Baguette,” one of 
Flex-Let’s ladies’ Size-O-Matics 
that fit all wrists in 12 seconds. 
Faceted diamond look in 10K 
white or yellow gold filled. $9.95. 


Right-— The important strand 
technique is shown in_ this 
“Golden Shell” ensemble by Tri- 
fari. Necklace for $10; bracelet 
for $7.50; earrings $4 the pair. 


q 


Tailored and sophisticated is this 
Feature - Lock wedding - and - en- 
gagement set in natural gold with 
a contrasting white-gold inlay. 


By Feature Ring Co., Inc. 


> 


Nielkraft offers Rosary birthstone 
assortment in individual con- 
tainers. In silver plate or gold 
plate, priced at $1.95 each. 





This 14K-gold “Scheher- 
azade” by Omega with 
cover lid is encrusted 
with genuine pearls, ru- 
bies and other gems. It 
reflects the growing ori- 
ental influence in ladies’ 
watch fashions. $450 FTI. 


Seventeen-jewel, self- 
winding Zodiac has un- 
breakable main-spring, 
matching expansion band 
and white-gold filled case. 
Is shock-resistant and 


antimagnetic. $89.50. 


This creation of Harry Winston, Inc., dra- 
matizes lavishness of emeralds and mar- 
quise diamonds encased in platimum. The 
mounting is hardly perceptible. The fill-in 
necklace and equally prominent earring 


are in the Spring style idiom. 


Below—Bib of three cultured-pearl strands, 
two blue, one white, retailing for $28 per 


strand. Also Jumbo earrings of huge blue 


pearls in unusual shapes for $250 a pair. 
From Neptune Cultered Pearl Syndicate. 
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The forgetful lady (and 
what lady isn’t?) gets a 
break with Mido’s “Lady 
Date.” Winds itself and 
shows the correct date. 








Stainless-steel case and 


$97.50. 


matching band, 















Flowers of yellow gold with buds of colored 
stones and pearls take their cue from the many 
floral patterns in this year’s costumes. Imperial 
Pearl Syndicate lengthens the pin to comple- 
ment the longer silhouette and has big-domed 
earrings to match. The pin retails for $250; 
the earrings for $450. 

The flashing facets of 
Hamilton’s “Harlequin” 
give jewel-like beauty. 
18K-gold markers, 14K- 
gold case (white or yel- 
low). Guaranteed lifetime 
mainspring. $110 FTI. 










This graceful all-platinum diamond clip from 
Raymond Abrahams consists of one large mar- 
quise diamond, two large pear-shape diamonds 
and numerous baguette and smaller marquise 
diamonds. The clip will retail for about $50,000. 


CURRENCY IN FASHION 
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High fashion from The Watchmakers of Switzerland. 
Tiny raised dial is protected by a hinged cover. Closed, 
the watch becomes a _ bracelet—daintily designed in 
yellow gold, and sparkling with jewels from end to end. 


A “talk starter” by LeCoultre. Two floating diamond- 
set teardrops, with no visible means of support, mark 
the passing hours. Designed in finest jewelry manner, 
in 14K white gold, circled with 32 diamonds. $325 FTI. 


Encircling the wrist like a ribbon of gold, “Embraceable 
Beauty” is one of the smart and fashionable new offer- 
ings by Benrus. Movement has 17 jewels; case is either 
yellow or white 10K gold filled. Retails at $75. 


“Pearl Glow,” blending mock pearls and golden tone, 
is from the Medana coutourier collection. Medana is 
made by the Roamer Watch Co. and distributed by Louis 
Aisenstein & Bros., Inc. Retails for $15.95 plus tax. 


Feminine, delicate “bridal” watch of white gold has 
the strand workmanship that characterizes so many of 
this season’s new jewels From Tissot. $100, retail. 


Above—“Time Is Precious,” Granat Bros.’ 
diamond-studded bracelet watch, has flexible 
streamers of baguettes, ending with round 
diamonds. The top of tapered baguettes lifts 
up to reveal the time. The platinum bracelet 


has diamonds mounted atop each link. 


CURRENCY 
IN FASHION 
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DIAMOND 
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targer diamonds . . . easier 
tful national advertising, 7 
ealer helps and attractive customer benefits. 
. _ Sure-fire for more sales, * 

Starfire for your store! 









For details, write: 


A. H. POND CO., INC. SYRACUSE 2. N. Y. 





Sculptured from solid copper, this massive 
bracelet is finished in the natural copper 
color that fashion accepts. Made by Whit- 
ing & Davis Co., to sell at popular prices, 
and available through selected distributors 


across the country. 


“Swan” will take the toughest wear but still looks del- 
icate. It is self-wind, waterproof, shock-resistant and 
has a 17-jewel movement and a gleaming yellow case. 
From Croton Watch Co.’s new collection. $69.50, retail. 


Bulova’s “First Lady ‘B’ ” is available in either yellow 
or white 18 K gold. The movement has 23 jewels, is 
timed to six precision adjustments, and has an unbreak- 
able mainspring. Suggested retail price is $59-50. 


White is the newest fashion accent color for 
Spring. Forstner created this ensemble to 
provide that accent, and added a touch of 
style-right coral to pick up the dramatic white 
of the light-on-the-neck collar, the earrings 
and the ribbon, clasp-on bracelet. 


Stepped filigree end pieces, curved to fit the wrist, dis- 
tinguish “The Contessa,” from Gruen’s Gold Book 
Collection. The 17-jewel movement is cased in 14K 
gold and has 18K gold markers on the dial. $200 F. T. I. 


Some of Girard Perregaux’s new diamond watches are 
aptly christened “Starbright.” This model is modishly 
set with eight full-cut diamonds and equipped with a 
faceted crystal. From Jean R. Graef, Inc., New York. 


THERE'S STILL MORE ON PAGE 72 
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31 pages of fascinating, informative reading. 
“The Day You Buy a Diamond” tells the story 
of the diamond’s origin and significance, gives 
important pointers on choosing a diamond. 

Directed particularly to young people about 
to buy an engagement diamond, it helps you 
promote your diamonds continuously in this 
ever-changing market. Jewelers say it’s one of 
the best selling aids they’ve ever used. 

Order an ample supply and keep this booklet 
working for you. Use it for bill enclosures. Have 





This 
informative 
diamond 
booklet 








promotes 
your 
diamonds 





, helps 


you make 
sales 


Order a supply now... 
for mailing... 
for counter giveaways 


stacks on your counters for prospective cus- 
tomers. Plan special mailings to young people 
... high school and college seniors and club 


groups. for instance. 


Cost is $7 per hundred. For your imprint, 
add $3.50 for first hundred and $1.25 for each 
additional hundred. Order from Diamond Pro- 
motion Dept., The Reuben H. Donnelley Corp., 
230 East Sandford Blvd., Mt. Vernon, N. Y. 


Please enclose check or money order. 


Tie wn with the Nateonal Diamond Promotion 


—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 






















CONTINUED FROM PAGE 70 


Right—Pennino dramatizes tex- 
ture and form in its “Golden 
Ray” jewelry. Leaf pattern of 
simulated gold is highlighted by 
hand-set baguette-shaped rhine- 
stones. The adjustable necklace 
retails for $15; the earrings for 
$9 the pair- 


Center—This “Ball of Fire” watch 
bracelet is one of Speidel’s con- 
tributions to Spring Fashions for 


"57. You’ve seen it advertised on 
the TV “Big Surprise” program. 
Sparkling rhinestones give the 
“look of diamonds” to the wrist. 


Below—From Lederer Bros., Inc., 
come these “Lady Ellen” ritium- 
finished earrings, fitted with per- 
manent magnets. Touch a pearl 
button to the magnet and it is 
held fast. “Halos” and buttons 
together provide for 18 changes. 
$4.95 plus tax. 
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The first and still the finest of locking rings ! 
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Take advantage of 
Wed-Lok’s most extensive 


national consumer campaign! 


It starts March 9th! 


Which is the happier bride? This interesting 
theme will pre-sell Wed-Lok rings for you 


to over 17,000,000 readers! 
Only Wed-Lok rings have the quick-clicking 


double lock! Diamonds are correctly aligned! 






























VWed-Lok i ot the Valier design, $22% to §)7 PF the « si 
} , | 4 “T : 7 2 . 
ol Wed-Lok’s exclusive “Lily of the Valley” design 
She wears Of, od - 4A g" 
-_ 6é 5° . . _ 
lock-together € rings (“Muguet” in romantic France) symbolizes 
no twist or rub can mar their beauty ] : ’ 
ove and luck for the bride 
Peclusive Wed-Lok wedding and engagement rings tock together i 
with a gentle “click There's no twtsting or separating te Inde precwus 
cdhamonds from view, ho rubbing together to cause costly “ning wea! ‘ re 
Yer euher ring may he wore separately You're sure of chamond Over 17,000,000 readers will be convinced 
guaility, too. Each blue-white Wed-Lok diamoral ts caretully sciected 
fer color, cut and clanty. And cach Wed-Lok mounting ts a h h W m2 k b id . h h . b id ' 
masterpiece of craftsmanship, perfect down to the times! cxqursste t at i e ed 0 rl e IS t e€ appier rl [ . 
detail. See the many Wed-Lok designs at your wwelcr’s 
2 . . 
a FREE rik let rite today for you elli id ' 
a copy tf peryllny ; natal auide S ng a Ss Window and counter displays ! 
, to sclecting your rings, with handy (; RA \ AT 
tips On ring Care. insurance, ctx +4 d k”’ k] ? R ? 
OED CIEE Di ciccinrad nie Love and Luck” booklets! FREE newspaper mats! 
® Wed lok rings protected by letiers Patent San Franciece 8B. California 





Now! Request representative to call on you! 






SEE WED-LOK ADS 
IN THESE 
POST ISSUES Diamonds 


March 9th (; RANAT U.S.A. Award f 
conferred for | 

April 13th the third consecutive 

May lith year on Granat 


September 7th Mlerislecter 7 Comp gto eng 
October 5th oT oe gsr wg 


design. 






November Sth 114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 










COPYRIGHT 1987 BY GRANAT 
"TRADEMARKS REG. U. S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 
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Seventeen Jewelry says “best foot forward” with this gold-filled ankle bracelet in birthstone colors and mock pearls. $3.95 retail. 


Chesterfield bracelets in 14 karat gold set with cultured pearls and sapphires or rubies. To retail for $420 (top) and $220. 


Cultured pearl strands weave through the finely textured links of this 14 karat creation by Chas. Gold & Co. $390 keystone. 
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Winner of “Diamonds, U.S.A.” Award for outstanding achievement in Jewelry Design. 
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TIMEPIECES 


Raymond Abrahams proudly 
presents a new, magnificent 
collection of specially priced 
Diamond Watches with 


guaranteed jeweled movements. 


Available on consignment for 
your special requirements. 
Attachments are also 
available separately. 


re 
* oon © — - a cu 


» Soo Serre, 


551 Fifth Avenue, New York 17, N. Y. 
Phone—MUrray Hill 7-0457 - 8 


For prompt attention please address all inquiries Dept. K-50 
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WHAT MAKES A GOOD SALESMAN 


,.. from the customer point of view 


A number of women shoppers were asked, Who 
is your favorite salesman—and why? Here are 
some of the answers: 


He Always Has Ideas for Me. “Sometimes I’m 
not sure about the style I want, the color, size or 
some other detail. Joe Smith is my favorite sales- 
man because he always has ideas that help solve 
those problems. He must study a lot to be up 
on the merchandise and I’m glad he does. So 
many salesmen, when I start asking questions, 
just give me a blank look or supply answers that 
teli me they know less about the merchandise 
than I do. I appreciate finding somebody like Joe.” 


He’s Always Pleasant. “Everything goes wrong 
on some shopping trips and I’m ready to kick 
the world in the teeth. But when I go into Tom 
Watson’s store I get rid of that feeling. Mr. Wat- 
son’s disposition is always right. I don’t know 
how he does it but I’m grateful there are sales- 
men like him. Not only does he make all of my 
shopping easier but he keeps me from being that 
kind of grouchy customer no salesman likes.” 


He Doesn’t Try to Rush Me. “Salesmen are an- 
noying when they urge me to buy something 
before I’ve even caught my breath from parking 
the car. I know time is valuable, but I detest 
being given the rush act. Harry Webb is a fa- 
vorite salesman of mine because he acts as though 
we had all day to finish our transaction.” 


I Can Depend on What He Says. “One of my 
biggest complaints against salesmen is this: 
They'll tell you anything to make a sale. Mike 
Johnson is different; you can depend on what he 
says. If he says an item is made thus and so, I 
trust him. A customer gets tired of salesmen 
who exaggerate, lie and gloss over the truth.” 


He Keeps His Merchandise Attractive. “Every- 
thing in Frank Adams’ store always looks clean, 
neat and attractive; he knows where everything 
is and can take care of me fast when I’m in a 
hurry. I distrust displays that are messy; the 
goods may be new but they look shopworn or 


rege 
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even second-hand. I never have that feeling in 
Mr. Adams’ store.” 


He Never Tries to Substitute. “I’m kind of 
finicky ; when I’m convinced a certain brand is the 
best for me, that’s the brand I want. I’m not 
interested in something I never heard of for one 
cent less, or in some mysterious article that is 
‘far superior.’ 

“Jim Black never tries substitutes—even if the 
store is running a special. When a salesman tries 
hard to switch brands, I get the impression he 
thinks I’m a dumb character who doesn’t know 
what’s good and I resent it.” 


I’ve Never Caught Him in a Mistake. “One of 
the most annoying things that can happen is to 
get home and find out you’ve been sold the wrong 
size or given the wrong item. I’ve never caught 
Jerry Long in such a mistake in all the years I’ve 
been buying in his store; he always double-checks 
evervthing to make sure that I’ve asked for what 
I really want. Sometimes I get crossed up my- 
self, so this carefulness on Jerry’s part has saved 
me a lot of headaches and made him my favorite 
salesman.” 


He Sees That Everything Is Wrapped Right. 
“It raises my ire to have something break through 
a package or have the wrapping fall apart after 
I’ve left the store. Salesmen don’t seem to care 
whether purchases are wrapped properly. Robert 
Jones always stops a minute to make sure what 
I’ve bought is wrapped securely. I appreciate this 
extra thoughtfulness.” 


He Makes Me Feel Welcome. “Some stores seem 
to train salesmen to handle customers like so many 
robots, without feeling or interest, and as though 
they were doing the customer a special favor. It’s 
never been like that with Les Walker. Every time 
I buy something from him he makes me feel as 
if the store couldn’t survive the day unless I had 
come in. After all, I can pick my stores, so I 
guess I’m entitled to a little thanks from the one 
I pick. Les Walker always leaves me with the 
feeling that he and the management are both 
glad I came in, and I like that.” 
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or three generations, Baumgold Bros. 
have been FIRST IN DIAMONDS 
because they were FIRST to give you, 





at no extra cost, many exclusive 





features that increased our sales. 

For example—Circle of Light, 

Heart Shapes and Jagersfontein. 

NOW ... Baumgold Bros. are pleased to invite you 
to see their newly completed diamond cutting 
factory containing the finest automatic equipment. 
Remember, when you buy from Baumgold, 

you buy directly from the manufacturer. Baumgold 
Diamonds are of consistently exquisite quality 


and are available in all sizes, shapes and price ranges. 


BAUMGOLD BROS., INC. 


580 FIFTH AVENUE NEW YORK 36, N.Y. 


NEW YORK LOS ANGELES LONDON ANTWERP MONTREAL VANCOUVER TORONTO TEL AVIV 


FOR MARCH, 1957 











TO 


e Ga’. 
Page 112 SSS 


HANDY vostace rain 
Subscription 


Order Form 


Be Sure You Have 


Your Own Personal 


Copy of ... JC-K 
Every Month. 








LETTERS... 


NEW THINGS TO LEARN. If it is true that small 
town jewelers build their reputation on courtesy, service, 
fair prices and respect for the jewelry profession 
it is equally true that they must recognize the power of 
national advertising, discount prices, easy credit terms, 
gift wrapping and delivery, free trial offers, new and 
unexpected sales outlets, buying at right prices, and 
the like. 

I dare say these current trends require more ingenuity 
on the part of the average independent jeweler than did 
all his pains and patience in learning the standard arts 
of the craft. 

Greenfield, Mass. James E. Cleary 


O 0 O 


SHIPPING COSTS. As retailers, we must pay delivery 
charges of our merchandise to our customers and for our 
customers. Frankly, we feel that our suppliers should do 
the same when making shipments to us, or at least come 
up with some equitable way of splitting the charges. 

We have asked our suppliers to ship at lowest possible 
cost, and to use Express only as a last resort. When 
partial shipments are made on stock orders we will pay 
delivery charges on one shipment only. 


Washington, D. C. Milton H. Schlosser 
000 


OBSOLETE? Don’t you agree that the wholesaler is ina 
pretty tough spot? He is constantly being told that his 
days are numbered. 

These premature condolences, of course, remind one of 
Mark Twain’s comment that the report of his death was 
“greatly exaggerated.” But they are certainly destructive 
to the peace of mind of a very important segment of out 
industry. Every such attack should be used as an oppor- 
tunity for all of us who appreciate the wholesalers’ func- 
tion to explain their role, and the services they perform 
to both the manufacturers’ and retailers’ advantage. 
Union, N. J. Alfred S. Jaffee, Sales Mer. 

Tessler & Weiss, Inc. 


OO O 


THOSE STAMPS! Your February article on trading 
stamps was provocative. Too many jewelers are foolishly 
grasping at “gimmicky” promotions, instead of relying 
on highly personalized services and confidence-inspiring 
treatment of customers. 

While I agree that the jeweler should not go into the 
trading stamp business, I think there may be a chance for 
him to capitalize on the craze instead of merely bemoan- 
ing it. Many of the premium catalogs offer jewelry as 
prizes and thus foster awareness of jewelry among thou- 
sands who haven’t been interested in it before. This may 
turn out to be a very good thing. Since many of the items 
offered in the catalogs are not the most desirable jewelry, 
there is opportunity for the jeweler to interest some of 
the stamp addicts in better quality merchandise. 

Incidentally, we don’t supply merchandise to trading 
stamp firms, and so I am not trying to defend the offering 
of jewelry in these catalogs. 

New York, N. Y. Louis A. Patrick, Adv. Mer. 
J. R. Wood & Sons, Ince. 
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WHAT YOU CAN DO WITH 


CHATHAM CULTURED EMERALDS 





@ if you've ever wanted to use emeralds in your settings and were 
hampered by the cost—now’s your chance! 
Chatham Cultured Emeralds have all the beauty of emeralds, with 
the same “gardens” and inclusions. It is difficult to tell them 
from the genuine except through the use of testing equipment 
in the hands of an expert. They are available at a fraction 
of the cost of natural emeralds. Set off the dazzling sparkle of diamonds 
with deép green Chatham Cultured Emeralds —use them to 
compliment blood red rubies, or usé them alone; 
their beauty needs no support. Available in five distinct quality grades 
with a wide range of sizes and shapes. 





Memorandum selection sent on request. 


[PEK DEEN Inc. 


EXCLUSIVE DISTRIBUTORS of CHATHAM CULTURED EMERALDS 





580 FIFTH AVENUE, NEW YORK 36, N. Y. . JUdson 2-0813 


Hong Kong Tokyo Bangkok 
London Geneva Antwerp 





A great new combination sales 
builder for your store. 

10 Kt. Gold Genuine 

Birthstones . . . at popular prices. 




















matched 


e Sells 3 easy ways... 


creates that added sale . . . 
for extra profits! 
Asaring. ..asacharm. 


created by 


H. mt-bher-taem 


bale meres eaneretan' 


66 NASSAU ST., NEW YORK 38, N.Y. 


manutacturers since I1S9S 


Smartly styled and packaged, plus powerful 
Advertising and Display material. Be the first in your 
community to feature this New Jewelry Gift Package. 
Don't delay — clip this coupon today. 
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for 
GRADUATIONS 


MOTHER'S DAY 
BIRTHDAYS 
WEDDINGS 
ENGAGEMENTS 


ANNIVERSARIES 
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A special promotion on... 


IMPERIAL CULTURED PEARLS 





to make them 


your biggest spring gift seller 





What could be more appropriate than Imperial Cultured 
Pearls for a gift for any of the Spring gift occasions. Sales 
through the past year prove that Imperial is the outstanding 
choice in gifts for this season. Jewelers who have featured 
Imperial Cultured Pearls have repeated the harvest of the 
sales power of this most desired jewelry. Now, is the time for 
you to get in on this profitable business with a special promo- 
tion designed to create increased Spring gift sales. It will be 
well worth your while to look into this new Imperial sale- 
stimulating idea. Like all Imperial promotions it can be tail- 


ored to any size operation. 


Write for complete information 


IMPERIAL PEARL SYNDICATE, Inc. 


World’s Largest Importers of the World’s Finest Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 S. Hill St. 2,3-Chome, Yotsuya 


Theater Bldg. Shinjuka, Ku 



















Southern Jeweler "Proud and 


R. H. ROLLINGS 
President 
Rollings Jewelry Company 
Hattiesburg, Mississippi 


Rings enlarged to show details 
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Pleased’ to Feature Keepsake 


Jeweler R. H. Rollings says, 
"Keepsake is the diamond ring line 
that backs up its dealers with 
guality merchandise, 
excellent advertising 
and sales aids.’ 
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"Seeing is Believing’! The above picture gives ample evidence of the proud feeling Rollings Jewelry, Hattiesburg, 
Miss., has for its Keepsake franchise. Featured in store window are small Keepsake poster, two Keepsake motion dis- 
plays and a large selection of Keepsake Diamond Rings. Bride doll and chapel window scene set the mood for the 
entire window display. 


Only Keepsake Jewelers Enjoy This Powerful Selling Support 


1. NATIONAL ADVERTISING 

Biggest campaign in diamond ring history— 
big-space ads in every other issue of LIFE and in 
Seventeen, Charm, Mademoiselle, Good House- 
keeping and Modern Bride—all designed to attract 
more business to authorized Keepsake deolers. 


4. PERFECT QUALITY 

An “exclusive” sales point for all Keepsake 
Jewelers—perfect center engagement diamond 
guaranteed in writing by Keepsake Certificate (or 
replacement assured)—-wins confidence and sales! 
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2. “YELLOW PAGES” ADVERTISING 

Sponsored by Keepsake on a cooperative basis 
—to identify all authorized dealers via listings in 
the yellow pages of phone books—featured prom- 
inently in all Keepsake magazine ads. 


3. POWERFUL MERCHANDISING 

Complete program of outstanding dealer sales 
aids—newspaper mats, colorful motion displays for 
windows, neon signs, counter cards, point-of-sale 
aids, radio and TV spots, full-color movie playlets 
and consumer literature. 


S- PROVEN SALEABILITY 

Long established customer preference built by 
national advertising, perfect quality, smart styling 
and customer benefits like insurance against loss, 
exchange privilege and Good Housekeeping Seal 
—America’s largest selling diamond rings! 








Keepsake 


DIAMOND RINGS 






A. H. POND CO., INC. ¢ SYRACUSE 2, N. Y. 
















Hall’s is only 8 feet wide, 


but everybody in town knows 


it’s there. Proof you can use... 


Mr. Harris keeps plenty of watches under the spotlight. 


¢ “Our Window Space Is Small But leet 
reads the sign in the display window of Hall 
Jewelers, Batavia, N. Y. The conclusion of the 
but is “Our Watch Selection is Batavia’s Largest.” 

When Robert L. Harris, manager, remodeled 
the store in 1954, he deliberately made the show 
window smaller than it was by bringing down 
the top and raising the bottom. His reason? To 
emphasize the contrast between the narrowness 
of the store and the breadth of the inventory. 
(Hall’s is about as thin as a store can be—only 
8 feet wide, though 60 feet deep.) 

The concentrated window display area, lighted 
by spots and reflectors, became a perfect bull’s 
eye for the passer-by’s attention. Displays teem 
with watches. Every name brand gets a share of 
space. Watches are placed end to end, in groups, 
at striking angles. They hang from the top of 
the window on threads. They turn on mechanical 
turntables. 


84 


Everyone in town knows, from constant adver- 
tising, that Hall’s accepts trade-ins, provides leni- 
ent credit terms, and has “Batavia’s largest’ 
watch selection. 

Upon completion of the new store front, a 
contest offered a new watch to the person who 
brought in the oldest watch. Door prizes and 
free gifts were other inducements, and the re- 
sponse was tremendous. Many key-winds and 
other antiques were brought in and displayed; 
the mayor himself awarded the grand prize. Re- 
sult: free newspaper publicity. 

“Our concentrated merchandising has paid off 
mighty well,” says Mr. Harris. 


Do you know of a jewelry store narrower than 
Hall’s? If you do, tell us about it, and, if pos- 
sible enclose photos.—Ed. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
















LUiL¢ 
rowuiding 


Supplying large watch firms 
for their diamond needs, 
We wish to serve you too. 
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Memorandum selections 


oe es sent upon requesf. 
CENSOR BROS. & ROSENBLUM 


Diamond Importers @ Manufacturers 


71 West 47th Street New York City 
JUdson 2-4184-5 
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OUR REPUTATION for 
becomes your REPUTATION ; 


e Matched Diamond Ensembles 
e@ Fancy Diamond Rings 
~ @ Men's Diamond Rings 

e Diamond Earrings 

@ ADD-A-LINK FAMILY* of 
Diamond Watch Attachments, 
Diamond Bracelets and 
Diamond Necklaces 
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NAME 


for LEADERSHIP 
when you sell KASPAR & ESH Diamond Rings — 






















K & E LEADERSHIP STARTS FROM THE BEGINNING. 
Our diamonds are purchased both here and abroad by our own 
experts, thus assuring you of maximum value. 


K & E STYLING IS CREATED BY DESIGN. Our original 
styles are created by our own artists, who consistently design the 
“something different.” These fresh, original styles put you seasons 
ahead of your competition. 





K & E QUALITY IS PRODUCED WITH PRIDE ... the result 
of painstaking detail by master craftsmen in one of the most 
modern and complete jewelry factories in the world. 





To help you sell... 4 & E provides 
a consistent series of 
dynamic dealer aids. 





THE KASPAR & ESH PROFIT STORY: _ tive to your customers ... and still realize 


Because we design every Kaspar & Esh 4 better-than-average profit for yourself. 
creation ourselves, manufacture every step K & E leadership in diamond value, styl- 
of the way ...there are no in-between ing and craftsmanship is the foundation 
mark-ups. Therefore, you can sellLK & E on which you can build successful dia- 
diamond rings at prices that are very attrac- mond sales. 


KASPAR & ESH 


MANUFACTURING JEWELERS ... DIAMOND IMPORTERS 


NEW YORK: 126 West 46th Street, New York 36, N. Y. : 
LOS ANGELES: 808 South Sycamore Ave., Los Angeles 36 * ANTWERP: 62 Rue de Pelican *Registered Trademark 
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aid to selling fine JEWELRY 


| OY 
| JACK 
| HARRITON 


Sparkling diamonds 
cascade around the 
bold loops and swirls 
of these pieces, or 
cluster 


at strategic points 


for added emphasis. 





Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of which can be cut out and assembled in a folder. This 
custom-made jewelry is the sketch, which serves to define collection of material should be kept handy for consulta- 
the wishes and needs of the prospective purchaser and the tions with any special order prospect. With these, the 
recipient. To assist in the development of such sketches jeweler can quickly determine the kind of piece and 

and business—JC-K presents each month, these plates, the type of design which will appeal to the customer. 
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diamond 


We have a large 


Star Sapphires , stock of Precious 
Star Rubies ee iielsl-t Pamiale) dali-te Me olale 


, : > unmounted from 
Sapphires — Ba oe 
Fmeralds 3 selection. Let us 


cooperate with you 


Cat's Eyes “ N on your special 


‘ calls. 


4673 


JEROME RICHHEIMER 


Ve are ‘elwors. interested i in purchasing estates—or poner : a 


; jewels which bi customers submit to you for sale. 










































CROSSES that 


A selection of lovely crosses in 14K 
yellow gold, finished in black enamel 


or onyx and set with pearls. 


NUMBER PRICE PRICE DESCRIPTION 
complete without 
chains 


4107/7 $24.50 $16.00 Black enamel, pearl center 
4116/3 15.50 10.50 Black enamel, pearl center 
4118/3 15.50 10.50 Black enamel, pearl center 
4122/3 25.00 20.00 Black enamel, 11 pearls 
4145/3 13.00 8.00 Black onyx 

4156/3 33.00 28.00 Fine quality genuine half pearls 
4157/3 26.50 21.50 Fine quality genuine half pearls 


i eer 
=" # 
* . 


> 


——eemenemennene en — 
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The crosses illustrated are only a small 
part of our complete line of crosses. 


Wrerrertine Berry & (0.| Sine Cntlemattc Jewelry 


8 ROSE STREET, NEWARK 6, N. J. 





MEMBER AMERICAN GEM so cieérTty 
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Does your store have a hole in its pocket? 








Take a careful look at costs; 
here’s an 8-point check-list 


¢ “Most of the profit I’ve made,” said an old- 
time jeweler to your JC-K roving writer, “hasn’t 
come merely from selling merchandise. It comes 
from keeping a rigid control over operating ex- 
penses.” 

Reduced to even simpler terms—make a dollar, 
keep most of a dollar. Self-evident? Very. Trite? 
No doubt. But it set us to thinking. 

Just how much of the average retail jeweler’s 
“take” is syphoned off almost before it can be 
deposited ? 

Of course it takes money to make money. It 
takes money to run a business. But in many cases 
is it not taking too much? We suspected that it 
was and when we asked, our suspicion was amply 
confirmed. A great many jewelers are, indeed, 
perpetually wondering Where does it all go? 

So we went a step further. We asked a number 
of admittedly successful jewelers how this prob- 
lem should be met. Boiled down, their answers 
were as follows: 


1. Check every employee regularly to see that 
the profit she earns for the store is greater than 
her salary. If the answer is no, give her extra 
training, or if she is hopeless—replace her. 


2. Be sure that every dollar you spend in ad- 
vertising brings either increased business or in- 
creased prestige for your store. If you have 
doubts, use test runs or consult with the execu- 
tives of the media you are using. 


3. Check all supply expenditures, item by item. 
If you have 30 such a month, a saving of $5 on 
each would mean $1800 more profit at the end of 
the year. Be sure all products are best suited to 
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their specific purposes and that they are pur- 
chased in quantities that are most advantageous 
to you pricewise. 


4. Take care that stock does not deteriorate, 
necessitating selling at cost or less. Big losses can 
result from negligence. 


5. Use employee time to best advantage. One 
store manager thought he would have to employ a 
new salesperson. Then he found that an anti- 
quated sales-record system was a huge profit- 
waster because of the payroll time required for 
its use. When it was replaced by a modern sales- 
recording system, each salesperson had a full 
hour of additional time every day to devote to 
customers and together they were well able to 
handle the traffic. 


6. Eliminate unnecessary frills. Merchandise, 
service and price are still the paramount business 
getters in any jewelry store. Stunts and gimmicks 
may attract attention to these three phases of 
your business but they are not likely to do any- 
thing else. If you spend large sums on them as 
devices to bring in business on their own, you may 
be wasting your profit dollars. 

7. Beware the “donation loophole.” Every dol- 
lar you release to charity has little chance of 
bringing additional business to your firm. You 
may build some goodwill but even that is limited. 
Every firm must, of course, set aside some of its 
profits for certain charities as a civic duty, but 
there are hundreds of donation-grabbers every- 
where that can break any store in a hurry. 


8. Today’s tax structure is complicated. If you 
attempt to be your own tax expert, you are prob- 
ably wasting more profit dollars than it would 
cost you to pay a real expert. Most likely you 
have neither the time nor the background to keep 
up with the tax changes, many of which are to 
vour advantage. 

by Ernest W. Fair 
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Importers and Cutters of Diamonds 


Originally established 
1866 


L&M: Kahn. Jacobson Bros-|?2. 


President, Walter N. Kahn 
Vice Pres. &€ Sales Manager, Walter L. Kahn 


Chairman of the Board, Sereno P. Davis 


608 Fifth Avenue, New York 20, N. Y. 


Representatives 
Herbert L. Gardner 
Kenneth Scher 


Warren P. Eckel 
32/34 Holborn Viaduct, London Telephone: CIrcle 5-4313 
Cable Address: “‘Redlace’’ New York 5-4314 
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JEAN SYBE’S HLEGANTE BY CHESTERFIELD 


A beautiful 14 karat gold bracelet 
set with cultured pearls, genuine 
sapphires or genuine rubies — your 
choice of combinations. One, of a 
sophisticated new collection for the 
most discriminating lady. Keystone 


two hundred twenty dollars. 


See the entire exciting group 
when your Seis aad salesman 
calls, or write: 


» 


CHESTERFIELD JEWELERS, INC., 33 West 46th Street, New York 36. N.Y. 
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I MADE 
THEM BUY 


IN THEIR 


OWN 
HOME 
TOWN 














as told to Robert Latimer 


H. C. Lanphere of Lanphere Jewelry, Arvada, Colorado, 
explains how he stopped his neighbors from going to 
the “big city” for their jewelry. 


® If you look at a map of Colorado, you’ll see that Arvada 
is only a small town and that the city of Denver is pretty 
close—too close for comfort. 

Arvada’s population was increasing, the people had 
more money to spend and they were spending it. But 
not in my store. Every day I saw them driving their 
new cars down the new turnpike and coming home with 
purchases from the city. I had to stop them because I 
had to eat. 

I visited the Denver stores to see what they had that 
I didn’t have. I found they had a lot. 

They offered the customer a wider choice of merchan- 
dise than I offered him, they had specialties and sidelines, 
they did “custom” work in mountings and designs, their 
store appointments were more modern and inviting than 
mine, they offered more attractive credit plans, and they 
gave better service. All this taken together looked like a 
pretty big order, but I set to work. 


First Splurge: Costume Jewelry 


Putting first things first, I laid in a wider inventory. 
If I couldn’t afford much depth, that didn’t matter. How 
did a customer know, when he chose a necklace or a 
watchband, that it was the only one in the place? I 
could get another quickly enough; my supply houses 
were close. I saw good results at once. 

For a specialty I chose costume jewelry—I could af- 
ford a lot of that. I filled a wall case and a counter case 
with it and every day I sold some. For a sideline, I 
added leather goods. The speed of the turn-over sur- 
prised me. 

For the first time I stocked unmounted diamonds, in- 
viting the customer to choose his own stone and his own 
setting. Again I scored. $1800 is the amount I rang 
up recently for a custom ring, the diamond selected by 
the customer from a trayful of unmounted stones, the 
mounting thought up by myself and the whole produc- 
tion completed here in my shop. 


Pegboards for Self-Service 


As for appointments, I installed attractive sit-down 
display cases of blond wood with modern brass trim, 
one for diamonds and one for watches. I placed them, 
together with comfortable chairs, as an “island” in the 
center of the floor, and they proved their value right 


PLEASE TURN TO PAGE 96 
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Rubies, Star Rubies, Sapphires, 
Star Sapphires, Emeralds, Catseyes 
Loose or in Platinum Diamond 


Mountings of Exclusive Design . . . 


Over 35 Years of Service to 


Leading Jewelers of the Nation 


VAY K MIWASOP Ye 


Formerly Robinson & Sverdlik 


610 FIFTH AVENUE, Rockefeller Center 


New York 20. New York 


BR, 











17 jewels 


SINCE 1868 


THINNEST WATERPROOF and DRESS MODELS 


In Gold & Stainless Steel 
UNBREAKABLE MAINSPRING 


A COMPLETE SELECTION OF F ti r F| , yi: bh +P a T; 
FINE GUREQEP WATCHES AVAILABLE AT unctionally Elegant, Highest Precision I imepieces 


oe ae ee Ge ee ae, a . 2&9, 
580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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Idar carvings of American mahogany obsidian, in which the red and black color pattern has been used to emphasize details. 





by Dr. Frederick H. Pough, JC-K Gem Consultant 


Pe 


Photos by F. H. Pough 


BLACK and BLACKISH 


stones of Baroques and Cabochons 


Perhaps, like many other jewelers, you’ve been 
telling a few white lies about the black and black- 
ish stones. Perhaps when a customer asks 
“What’s this one?” you answer “onyx”—and hope 
she won’t ask for an explanation. 


In five minutes’ reading time, this article will 
shed more light on this dark subject than you 
can find in most of the gem-books. You’ll know 
how to tell one black stone from another, and how 
to distinguish each from glass. 


® Onyx is No. 1 among the black stones used in 


jewelry today. But what is onyx? Only last month 
we said it’s a white banded marble often used 


for lamp bases and desk sets. Why then do we 
use the same name for a different stone, the 
dyed quartz used in jewelry? The answer is lost 
in history. Anyway, jewelers’ onyx is lightly 
banded chalcedony, a member of the quartz fam- 
ily—dyed red, green, blue or black. 


Right at the start of World War II, U. S. 
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jewelry-makers found themselves cut off from 
their German sources of onyx. They knew the 
Germans made onyx by treating chalcedony, but 
they didn’t know just how they did it. Finally, 
the Americans got hold of the right kind of in- 
conspicuously banded gray stuff, among the agate 
geode material from Rio Grande do Sul, in South- 
ern Brazil. (The same area produces most com- 
mercial agate and much fine amethyst.) After 
trial and error, they learned to cut the stones 
before treating them with a sugar solution and 
acid or heat, leaving only the final polishing for 
the end. This is because the dye doesn’t pene- 
trate deeply. And they learned to avoid the more 
compact and banded material because it absorbed 
the sugar solution unevenly, and failed to produce 
an even black. 

Thus onyx is hardly suitable for baroques, and 
not at all for carvings. Its main use is in buff-tops 
and flat stones. The final heating makes black 


onyx more brittle than we would ordinarily expect 
PLEASE TURN TO PAGE 96 
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exemplified in a man's ring. 







Smart ... elegant . . . modern, in 14K yellow 










gold with black onyx and other seal stones. 







Another masterpiece of design by Church & Company 







CHURCH & COMPANY Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J. 


Member 
Li Ac 
Trade mark registered in U.S. & Conade OT \ 


American 
Gee Society 








a 5 ge BON RE Oe i ce 


Fine Gibson albums — permanent 
r, record of wedding, guests and gifts, 
beautifully bound in white, washable 
simulated leather with silver stamped 


ibil-melale Maoh a-1ateo(-t11e] a8 


PUBLISHERS NORWALK, CONNECTICUT 
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STORE NAME 
Address - City 





*The exclusive Diamond Facts Booklet de- 
signed to bring customers into your store. 


JOHN J. COURTNEY & Co., INC. 
452 FirtH AVENUE @ New York I18, N. Y. 
INQUIRIES FROM RATED JEWELERS INVITED 
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| MADE THEM BUY (concluded from page 92) 


off. The one enabled me to exhibit my new line 
of loose stones to the best advantage and talk up 
original mountings; the other to sell watches in 
the $200-or-better bracket—which up to then I 
hadn’t thought would go over at all in Arvada. 
Then I installed “pegboard” wall sections for 
items I had formerly kept under glass. I actually 
got ahead of my Denver competitors in this. My 
customers liked the self-service, they liked to 
pick things up and examine them. And I know 
most of them well, you remember, and call them 
by their first names, so I wasn’t running any risk. 


Credit and Service 


As for credit, I hit on a seasonal plan for the 
convenience of the farmers whose money comes 
in seasonally. And I subscribed to several com- 
munity credit plans, one of them originated by 
our local bank. Now my customers get just as 
liberal terms from me as they can get anywhere 
in Denver. 

I’ve revamped my service, too—actually gone 
the downtown stores one better. I hired one of 
the finest watchmakers in the state. He’s so good 
I give an unconditional one-year guarantee on 
everything he does. I guarantee my own sales, 
too. If a customer breaks the clasp of an earring 
or brooch or pulls out his expansion band too far, 
I give him a free repair job at once. People ap- 
preciate these things. 

My clientele is so faithful to me now, if they 
ask for an item I don’t have, they wait and let me 
order it for them. Then, of course, I stock it on 
a test basis. I’ve added a number of new lines 
this way and some of them sell very well—sterling 
hollowware, for example, which I never carried 
before. 

It’s two years since I started these changes and 
they sure have paid off. When my neighbors 
drive to Denver now, it’s not to buy jewelry. 
They get that from me. 





BLACK & BLACKISH STONES (from page 94) 


a quartz to be, and jewelers are often called upon 
to replace stones. The cost of the new one is 
negligible, but the problem is getting a replace- 
ment of the exact size. 

Glass, sometimes used as a substitute for onyx, 
is softer and even more brittle than onyx. On a 
broken surface, the iuster of the fracture would 
show that it was glass, for broken onyx has a 
dull surface. Since the stones are usually flat it 
is easy to obtain a refractive index reading with 
a refractometer. (Some jewelers do not realize 
that transparency is not essential for the use of 
the refractometer. Only a flat polished surface 
is needed, and a reading within the range of the 
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(Bossies 7 ( roases. 


DESIGNED AND STYLED BY 


‘Panasso Z Blast 


Newark, New Jersey 


a 
a 


Exquisitely designed crosses 
with 18” chain and packaged 
as illustrated. Available 


Tameslesmeal) ae lees. gold: 


(For the finest in 


et ; P5361 P7119 $491 
7 ante anne 
| age grag ynds 10K $13.80 10K $19.50 eK ti2e0 
ac. aunee 14K $17.40 14K $22.65 14K .$15.15 


5032 D/25—1 Diamond P7382 D P5016), /25 
IOK $18.75 10K $21.30 10K $14.10 10K $10.50 
14K $21.45 14K $25.65 14K $17.70 14K $13.20 


Harry O. Blasi 
9 Maiden Lane 
New York City 
WoOrth 2-5929 


Robert H. Green 
29 E. Madison St. 
Chicago, Illinois 
ANdover 3-2760 


ee rei PS684 bP = | Diamonds P7464 A P5036 A 
. Broadway AW “Ks 
Los Angeles, Cal. l4K $47.40 10K $19.80 10K $17.85 10K $19.05 


VAndike 8380 ALL PRICES KEYSTONE 14K $24.90 14K $21.00 14K $22.65 


CROSSES SHOWN ACTUAL SIZE - 










igione_ Joy 


DESIGNED AND STYLED 


lilies 


Newark, New Jersey 









Distinctively designed 






miraculous medals with 18” 






chain and packaged as 





illustrated. Available in 

































both 10K and 14K gold. \ 
(for the finest in religious |! ' 
jewelry see your wholesaler) | i 
‘ a lle wee ¢ 
P7302 i — OO 
10K $13.80 — ep Te 
4K $181 — 5 eee 
; ie a 
ALL PRICES KEYSTONE \ @ ee, 
P7304 OO te oe -.. P7460 el P7301 
lOK $21.30 P7457 IOK $25.05 P7466 1OK $19.80 
14K $29.40 10K $17.10 14K $35.40 10K $15.30 14K $26.40 
14K $22.95 14K $18.90 
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1OK $14.55 1OK $13.80 1OK $12.30 
14K $20.40 14K $17.40 14K $16.65 
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9 Maiden Lane 29 E. Madison St. 707 S. Broadway MEDALS SHOWN ACTUAL SIZE 
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WoOrth 2-5929 ANdover 3-2760 VAndike 8380 










instrument.) The reading for onyx, 1.540, is a 
little lower than that obtained from coarsely 
crystallized quartz. As a rule, glass will be very 
different; some checked recently showed about 
1.580. 

Combination black and white stones, “nicolo,” 
show a brownish tint where the black comes in 
contact with the white band (easily seen with a 
loupe), and the white is much less opaque than 
in the glass limitations. An agate type of banding 
is also customarily visible in the white layer, as 
would be expected, for banded black and white 
onyx is obviously non-homogeneous, rather than 
the gray uniform material of the plain black onyx. 
Costliest Black—Iron 

Hematite is the most expensive of the black 
stones. In faceted, brilliant-cut shapes, it is re- 
markably common in Latin America, where it is 
acerina (steel-like). In the U. S. it is used mainly 
as cabochons for inexpensive jewelry like cuff- 
links, and as intaglio-engraved buff-tops in rings. 
Hematite is iron oxide; in nature it occurs in 
several forms ranging from soft red “paint ore” 
to compact steely crystals and mammillary masses. 
The powder is also red; German cutters who 
watch streams of red liquid running from their 
water-lubricated graving tools have dubbed it 
“Blutstein.”” The red streak on a mineralogist’s 
streak plate (normally a bit of dull white bath- 
room-fioor tile), identifies the stone for us, though 
it is a test that is suitable only for unset ones. 
Hematite imitations exist only in pressed in- 
taglios; cabochons will be the real thing. The 
steely luster, black with a hint of gray, is quite 
different from the looks of onyx or glass, so there 
is no trouble in distinguishing them. Since hema- 
tite is an ore of iron, and a high percentage of 
its weight is that metal, it is very heavy, a 
property that would be noted at once in a loose 
stone. 

In the past, hematite has come from a number 
of European sources, notably Germany and Cum- 
berland, England. A radial structure terminates 
in the mammillary knobs, so it splits up into long 
radiating bundles, known as “hematite pencils.” 
The earliest mineral illustration which the writer 
knows of (and this happens to be a line of inves- 
tigation to which considerable time has been de- 
voted) is a hand-colored, wood-block picture of 
some hematite pencils that appeared in Adam 
Lonicerus’ Natural History of 1551. (The same 
work pictures a lapidary working essentially in 
the same manner as today, but with “boy-drive” 
instead of electric drive.) 

Today, hematite is harder to obtain. Of all 
the standard imported stones for cuff links it is 
the most expensive. It requires more skill for the 
cutting and polishing than agate, and the sources 


are few. Many samples that look sound prove, on 
PLEASE TURN TO PAGE 106 
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“KNOW HOW” 


CAN SOLVE 
ANY PROBLEM 


IN THE 
JEWELRY BUSINESS 


There is no substitute for experience. As auc- 
tioneers and sales specialists, we have been called upon, over 
the past 35 years, to raise cash quickly, promote special 
sales, and sell businesses through dignified, proven methods, 
attested to by hundreds of unsolicited letters from satisfied 
clients. A meeting will cost you nothing. Why not call us collect? 


a iF YOU NEED CASH 


We can get it for you quickly and profit- 
ably through 


FLAT or AUCTION SALES, 


or a combination of both. The result will 
be a more popular store for you after the 
sale is over. 


IF YOU WANT TO LIQUIDATE 

















We guarantee to sell every dollar's worth 
of stock, even down to the last fixture ... 
PROFITABLY. Our men and organization 
are rated tops by jewelers throughout the 
country. 


| IF YOU WANT TO SELL YOUR BUSINESS 








Whether you want to retire or settle an 
estate, we will pay spot cash for it. For 
over 35 years we have bought stocks and 
paid highest prices . .. a fact substantiated 
by jewelers everywhere. 





IF YOU WANT TO REDUCE STOCK 





. and stay in business, we will conduct 
a promotional sale for you that will turn 
this stock into ready cash quickly and profit- 
ably, leaving you with your good name and 
reputation to continue in business after 
the sale. 


e 
WE GUARANTEE 

100¢ ON THE $-PLUS FOR YOUR STOCK 
e Your reputation will be guarded @ You 
will have a more popular store after sale 
e Your business will be permanently in- 
creased @ We will interview you at our 
expense ® We specialize in buying stores 
for cash. 


If you contemplate a sale, why not make 
arrangements NOW, to be sure we will 
be on hand when YOU want us? 


Write, Phone or Wire At Our Expense 


COLMES « BRILL 


Auctioneers-Sales Specialists 


45 WEST 45th ST., NEW YORK 36 











JUdson 6-2334 ye 
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**Advertised-in-LIFE”’ 
ticks off many a sale 


People respond to the LIFE-advertised brands 
you sell ... because LIFE brings more jewelry, 
optical and camera advertising to more people 
than any other weekly magazine. 


People respond to this advertising, as they 
respond to the informative words and pictures 
in LIFE’s news and feature pages. 


You'll find the response to LIFE-advertised 
brands grows even greater when you identify 
these brands as “‘Advertised-in-LIFE.” Display 
LIFE-advertised brands prominently, regularly, 
throughout your store. 


Just see your sales grow! 
People respond to the pre-selling power of LIFE 


These items will be pre-sold in LIFE during March: 


March 4 

IBM—Electric Typewriter Division—page, 
4 color 

International Silver Company—1847 Rogers 
Bros. Division—page, 4 color 

Opti-Ray Sunglasses—14 lines 

March 11 

International Silver Company—Holmes & 
Edwards Division—page, 4 color 

Norcross Greeting Cards—page, 4 color 

Scripto Inc,—page, 4 color 

Esterbrook Pens—page, 2 color 

Schick Electric Shavers—page, black and white 

Keepsake Diamond Rings—]4 page, black 
and white 

March 18 

Argus Cameras & Projectors—page, 4 color 

Webcor Products—page, 2 color 

Bell and Howell—!4 page, 2 color 

March 25 

International Silver Company—Sterling 
Division—page, 2 color 

Norelco Shavers—page, black and white 

Schick Electric Shavers—page, black and white 

Feature Ring Inc. (Diamond Rings) 

Sylvania Electric Products, Inc.—Photolamp 
Division—page, black and white 

Keepsake Diamond Rings—Y4 page, black 
and white 

Ronson Lighters—Accessories—l% page, 
black and white 


LIFE’s circulation is 5,740,000 
LIFE’s weekly audience is 26,450,000 


Sources: Circulation, Publisher’s Estimate (July-December 1956); 
Audience, A Study of Four Media 
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Three of Longines-Wittnauer’s new “Constel- 
lation” series of men’s diamond-set watches. 
14K white gold with diamond-paved markers 
and diamond-set hands and hour dise which 
move on revolving dial. From $275. 





From International Stainless Deluxe divi- 
sion of International Silver Company comes 
this new line of “Today” hollowware. Stain 
and heat resistant. For casual entertaining. 
To be advertised in Life. 





A new Zodiac-Clebar wrist watch with special 
dia] listing hours from zero to 36. When indi- 
cator reaches 36, winding mechanism disen- 
gages, preventing over-winding. Radium dial. 
By Zodiac-Clebar, 15 West 44th St., N. Y. C. 
$79.50. 
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Ronson’s “Whirlwind Imperial” features 
wind-proof retractable windshield design in 
new modern silhouette. Suited for windy out- 
door conditions—hunting, fishing, the beach, 
etc. “‘Swivel base” for convenient, easy fueling. 














This cuff-link set for physicians features the 
medical insignia (gilt staff of Aesculapius) 
mounted against mother-of-pearl gold-plated 
settings. From Anson, Inc., 24 Baker Street, 
Providence, R. I. For $3.50 plus tax. 








New “Shoreline” pattern in the Oneidacraft 
line of top-quality stainless introduced by the 
Stainless division of Oneida Ltd. Silversmiths. 
Featured are the fine satin finish and correctly 
balanced weight. Six-piece place setting, $7.95. 
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BABY SHOE HEIRLOOMS 
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for Mothers and endnotes 


In high demand as a personalized gift, these Baby 
Shoes will produce real volume for you. You won't 
find a better item to promote for Mother’s Day. 



























Baby Shoes 
Sterling Silver or 1/20 

MANUFACTURERS’ ; 

nePReseNTATives. 12K Gold Filled $12.00 dozen 

pag 14K Gold 7.50 each 
We invite your 
inquiries on Bracelet 
ee Rhodium-plated Sterling Silver or 1/20 
rri ri 
arog 12K Gold-Filled $18.00 dozen 
on open account to rated concerns only 
ORDER NOW FOR IMMEDIATE DELIVERY 

Newspaper Mats Available 








Vew Fy ned Master Cratts 


422 WASHINGTON STREET * BRIGHTON 35, MASSACHUSETTS 











K. MIKIMOTO & CO. LTD. 


Oe 6 OY et ey en, ee ee ee ee 
JUDSON G&G 6G9HNZ-: 




















NEW DISCOVERY, 


Pat. oma ‘ Srihe’ 


Py 








CN 


oa Vi 
ARC Hl C Sach CROWS 


sch TAGS Sipe 
PLASTIC eal 
IN ALL COLORS | 
PARCHMENT 
“the Prestige of 


PLAIN or PRINTED 
Steel Shelled Noble Packaging” 








mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St, Newark 2, WJ 

















Write for 
Particulars 


Courtesy 
Hearing Aid Dis 
Zenith Radio ¢ 


F. HW. NOBLE & COMPANY 


Manufacturers Since 1876 

559 WEST 59th STREET 

Branch Sales Office . Aw RE 

$4 White St. New York CHICAGO 21, ILLINOIS 
WAlker 5-2036 or 5-2037 WeEntworth 6-0131 
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Fourteen K-gold man’s watch with swirling 
case design; unusual basket weave dial with 
18 K-gold trylon-shaped markers; 17-jewel 
precision movement. By Gruen, Inc., 630 
Fifth Ave., New York. $150.00 F.T.I. 





Set of Barel bridal wedding rings adorned 
with five diamonds. 14K yellow gold setting. 
Contrasting brilliant and satin finish spiral 
design. Hand engraved. By Bridal Ring Com- 
pany, 87 Nassau Street, New York. 





Seven - transistor “Thunderbird” portable 
radio has radical design and 4 in. speaker. 
Resembles a compact handbag. Weighs less 
than 2% lbs. with batteries. By Sylvania 
Products, 1740 B’way, N. Y. Retail $75. 
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New “Centenaire” bracelet watch for men. 
Handmade case with matching 18K gold tiered 
dial and heavy 18K gold bracelet. Sunken 
crown, wafer-thin case. By Eterna Watch Co., 
677 Fifth Avenue, N. Y. C. For $700 FTI. 





Six-piece place setting in the new “Flower 
Lane” pattern features the new place knife, 
fork and spoon. From Heirloom Sterling divi- 
sion of Oneida, Ltd. Silversmiths, Oneida, 
N. Y. Six-piece place setting for $34.75 FTI. 





New Electric food grinder by Hamilton- 
Beach Co., Racine, Wis. Grinds everything 
from meat to nuts, coarse or fine. Almost one 
pound per minute. 5-year guarantee. $39.95. 
Can opener, $5.95. Shredder, $9.50. 
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ARLEN 


THE WORLD'S LARGEST AND FINEST 
SELECTION OF TROPHIES « 
AND AWARDS p 









@ GENUINE PEDRARA ONYX 
e BLACK & GOLD ITALIAN MARBLE 
e FINE WALNUT WOODS 
* 


“MARBLETTE” — THE GEM 
OF PLASTICS 


“RICH-GLO” FIGURES 


ARLEN’S NEW, 
ECONOMICAL “OSCARS” 























THROUGH AUTHORIZED DEALERS 

















Write for new 68 page General 
Catalog and 6 page ‘‘Ebony-white" 
catalog showing the largest com- 
prehensive line of awards for 1957. 
Your inquiry will bring you a FREE 
‘long-handled" trophy wrench. 









SOLD ONLY 






ARLEN TROPHY CO. inc 


LD STREET BRO! 


-* A wt & 


























QUALITY MOVEMENTS 





ODD SIZE INCABLOC | 














STEVEN MAYER, Inc. 


Watch Importers 


380 Sth Ave. PL 7-7586 





New York 36, N. Y. 
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with raised, hard en 


Shooting for 
a BASKETBALL CHARM 


ry Fisher 


available. 


3 spies ti 
amel oo 
3 es 5 
d 


Get team orders for charms through our experienced service. 
Basketball is the sport with teams everywhere. The Fisher line, 
in Gold Filled, Sterling or Karat Gold is a money maker for 
retail jewelers. Orders for special engraving can be handled 
easily. Through wholesalers. Catalog 


J. M. FISHER COMPANY, Attleboro, Mass. 


Tie Slide 


























THERE'S $35 FOR 
IN THE BIG HIGH SCHOOL MARKET 


ere 


High school students buy college type 
rings. Our sales prove it. Every high 
school upper classman is a live pros. 
pect for you. Make your store head- 
quarters for our new coilege type high 
school rings. Shown is the FRIEND- 
SHIP RING in sterling silver, a sure- 
fire seller that you'll order and re- 


order! 


Send for our spe- 
cial High School 
Ring Booklet, sell- 


ing information 


and price list. 















ATTENTION JEWELERS EVERYWHERE 


Catalog of 68 New England College Rings now 
available. Write for yours. Dept. J457. 























Also available: 14K Gold Seal Charms 


COLLEGE SEAL & CREST COMPANY 


236 BROADWAY, 


CAMBRIDGE 39 


MASS 
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Hamilton’s new “Allegro” for ladies. The 
attchment of the bracelet is completely hidden. 
Slim 24K gold lines enclose tiny diamond- 
shaped dial. Lifetime mainspring. With black 
silk cord, $79.50 FTI; with biending bracelet, 
$85. 





New pie-stand by International Silver Com- 
pany for serving pie, candied sweet potatoes, 
hot canapes. Pyrex dish on plated-silver base. 
Also for fruit or flowers. 5 in. high, 11 in. 
diameter. Retails for $7.95. 





New self-regulating watch from Benrus. 
Moving hands to correct time automatically 
speeds up or slows down movement. 17 jewels. 
Waterproof, shock-resistant. Sweep second 
hands. Combination band. $92.50. 
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Medana mesh bracelet watches by the Roamer 
Watch Co. Left, “Golden Glow” with rhine- 
stones and tassel for $16.95 plus tax. Right, 
“Golden Star” with  scroll-designed case, 
$12.95. Distributed by Aisenstein, 16 East 


40th St., N. Y. C. 





From 1847 Rogers Bros. (International) 
comes this child’s place setting with knife, des- 
sert/salad fork, dinner fork, soup/cereal spoon 
and teaspoon in the new “Springtime” pattern. 
Available in April. $7.95. 





Two of “E] Dorado” semi-bracelet watches 
in 14K gold, designed to provide the luxury 
look without a luxury price, by Longines. The 
semi-bracelet gives the effect of a full bracelet 
on top of the wrist. For $125 each. 
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CASH for Your 


Surplus Silver 





We will pay cash for any of your sterling patterns 
—any quantity, large or small — active, inactive, 
obsolete, new or used. 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


Send shipment for immediate offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
rejection. 


We are also interested in cooperating with jewel- 


ers who receive calls for older sterling potterns that 
are no longer available. 


Reference: Jeweler’s Board of Trade or 
Dun and Bradstreet 


Julius Goodman 
& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS. TENNESSEE 























OF: POC Ae Z C; oy Co Fe V0. 


2032-42 S. JUNIPER STREET e PHILA 


SALES OFFICES: 
MR. GEORGE KRAMER MR. HARRY Z.KURS MR. JAY RAICH 





580 Fifth Avenue 55 E. Washington St. 448 S. Hill St. 
New York, N.Y. Chicago, Ill. Los Angeles, Calif. 
PAMELA ILA A 
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introducing 





No. 275 — An ultra smart beautifully fashioned bellringer 
for those expensive diamonds. “Joyce” will display and 
package your rings to their fullest advantage. Available 
in all pearlescent colors. (White, Ivory, Turq, Blue, Grey) 
Supplied with the finest grade ‘‘Petal Velvet” pads in 
White, Red, Blue, Champagne, Grey, Aqua. Individually 
packed. $9.00 per doz. 


“JOYCE” 


Of nehot JEWELRY BOX, Inc. 


125 East 144th Street, New York 51, N.Y. 


Write for catalog showing complete line 


Sold only through wholesalers 











“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 
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“Slim Jim” tapered leather-and-metal ex- 
pansion bands. Available in yellow or white 
with alligator or pinseal inserts. Regular, long 
or short. Curved or straight ends. Jacques 
Kreisler, North Bergen, N. J. $12.50 FTI. 





Just introduced—“‘Design Two” in tableware 
designed by Don Wallance and forged through- 
out in chrome-nickel stainless steel; 5-pc. set- 
ting, $11 retail. By H. E. Lauffer Co., Inc., of 
New York. 





Full faces on sterling silver bracelets or key 
chains. For children’s relatives. Bracelets or 
chains at $2 plus tax; heads at $2 plus tax. 
Engraving extra at factory or store. Leonore 
Doskow, Inec., Montrose, N. Y. 
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Squire, Inc.’s contributions to Spring ’57 in- 
clude this cuff-link-and-tie-clip set. A rhine- 
stone baguette is the focal point and rhodium 
prongs confine a gray background plaque. The 
set retails for $5. 





The new “Discovery” pattern in sterling 
silver designed by Raymond Loewy and intro- 
duced by Wallace Silversmiths, Wallingford, 
Conn. To be released in April. Six-piece place 
setting for $37.50 FTI. Complete service. 























Lighter by Zippo Mfg. Co., Bradford, Pa. 
Slim and light in weight in high-polished 
chrome. Packaged in combination display and 
gift box. For $6. Also silver-filled for $11.50 
and gold-filled for $20 plus tax. 
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“Orienta”’ Cultured Pearls 


LEYS, CHRISTIE & CO., INC. 


65 Nassau S?., New York 






















ito cacy... io rottable! 


Stamp names or monograms 


on 
Fountain Pens - Writing Papers 
Leather Goods - Gift Items 


Quick service clinches sales 


This beautiful mono- 
gramming adds “buy pe 
appeal” to your mer- at 
chandise. Stimulates be 
sales. Goods stay sold re 
and cannot be returned 
for credit or exchange. 











er. 5s 


You can rent a 
Kingsley Machine 
on easy terms. 
Write for details. 









KINGSLEY STAMPING MACHINE CO. 


HOLLYWOOD 38, CALIF. 


MAKES THE DIFFERENCE / 


addition to our regular hand-tailored frame series, 
new methods have been devised which allow G. W.4D 
to manufacture 5 sizes of Sterling Silver Photo Frames 
with all of that hand-tailored look at — 


Be os NEW LOW PRICES. 
P ize a 914 
% 3/4" Pleage . 
3 ’ The new production techniques insure sharp squared 
edges, clean smart lines, everything that goes into 
making up fine handsome picture frames which will 


require only a minimum of expense, insure tremen- 


dous turnover and return handsome profits 


8 «10 
5.8 Pleage 








Specielly constructed corners end 
helf-moon teb allow ter convenient 
remove! of photos 


Becking is made of plush green 
velvet with two wey easel 





414 
Fiange 


CRAFF, WASHBOURNE A DUNN 
Si LVERIE MIT AHS 
$8 WEST FOREST AVENUE—ENGLEWOOD, N. J 





















PROFITS 





TURNOVER 





SILVERSMITHS 
POLISH 


Your customers recognize that 
the name Gorham means “quality” 
in silverware. Capitalize on it by 
displaying Gorham Silversmiths 
Polish that moves into customers’ i 
homes almost as fast as it gives a 
Starlight gleam to their silverware. 


$] 0 (16 OZ. BOTTLE) 
* 


RET AIL 


4 doz. (minimum order) 
$6.50 doz. delivered 
6 doz.-10 doz. $5.00 doz. 
f.o.b. Providence 
12 doz. or over $4.50 doz. 
f.o.b. Providence 


SAMPLE SIZE GIVEAWAYS 


SILVERSMITHS 
POLISH 


1 oz. sample tubes with tab to imprint 
locally. $4.95 per 100 f.o.b. Providence. 
Wonderful traffic builders. 


THE GORHAM COMPANY 
meee ce §, RR. I. 


Gor awe 


SLVERSMITHS | 
POLISH | 












Made By the 
Makers of Famous 
Gorham Silver 


, eae 4 




















BLACK & BLACKISH STONES (from page 97) 


cutting, to be splintery and are rejected by the 
German lapidaries. 

Hematite has long been used in decorative ap- 
plications. It was the second commonest material 
of the Babylonian cylinder seals, only steatite or 
black serpentine being more abundant, and in 
certain periods it may even have predominated 
over all other stones. Scarabs and funerary 
objects from Egyptain tombs were sometimes 
made from hematite. Hematite was the pigment 
of the earliest casein paints on the little red 
schoolhouse. It is a valuable mineral, with trivial 
uses ranging from Indian war paint to modern 
jewelry, but its real significance to civilization is 
its practical value as the major ore of iron. 


Victorian Black—a Coal 


Another black stone with a brief history of 
jewelry use—brief in comparison with the early 
beginning and current application of hematite— 
is jet. AS unromantic as iron, jet is a kind of 
coal. It differs from ordinary coal by being free 
of stratification, compact dull, in luster and con- 
choidal in fracture. Whitby, England, was the 
chief source, and in the 19th Century had a con- 
siderable cutting and polishing industry. This 
was a time when it was fashionable to give and 
to wear mourning jewelry. Jet is very light in 
weight and takes only a moderate polish. 

Development of the molded plastics was prob- 
ably the crowning blow to a trade that had once 
employed hundreds of workers in Spain and 
France as well as in the big Whitby works. Figures 
carved from jet were said to be notable for their 
sharpness of contour, in contrast to pressed 
plastic imitations, but even so the demand shrank 
to nothing. 

Some art-museum exhibits include small fig- 
urines of a black organic substance, usually dried 
out and shrunken with the development of some 
checking. They are labelled “ambergris” but since 
this is a waxy substance from whales, more 
valued for its perfume uses than anything else, 
one wonders if the museums’ treasures may not 
rather be productions of the long-dead jet in- 
dustry. Few examples of jet are ever to be seen in 
museum displays and something must be pre- 
served of an art that, in its day, employed 
thousands of workers. 

Jet’s softness and light weight readily distin- 
guish it from glass or stone imitations. Plastic 
imitations acquire an electric charge when they 
are rubbed and attract bits of dust and paper. Jet 
is said not to do this, so magnetism may be the 
simplest, non-destructive test. Being a variety of 
coal, not unlike cannel (“candle”) coal, it can al- 
ways be subjected to a positive test with a flame. 
But this test, like hardness testing, is not one 
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that can be recommended without qualification. | 


Glass from volcanoes 


After onyx, the commonest black stone is ob- 
sidian. Plain black obsidian finds little jewelry 
use, but partly black varieties are increasingly 
popular. And the amateur group has discovered 
many new and interesting variations in texture, 
some of which are finding their way into com- 
mercial channels. 

The various obsidians are given different 
names, to qualify or describe the variants. There 
are “peacock obsidian,” snowflake obsidian,” 
“gold” and “silversheen obsidian,” “peanut ob- 
sidian,’ “caviar obsidian” (if we may coin a 
name, certainly apt), “mahogany obsidian,” and 
“Apache tears.” All are different manifestations 
ot a single material, volcanic glass—and this ma- 
terial is a rock, not a mineral. 

Lava escaping from a volcano cools off very 
much faster than the same moiten rock (magma) 
does when it is left under the surface of the 
earth, down where the escaping lava originated. 
Like man-made glass, it cools so quickly that 
the individual atoms have no time to seek out 
and attach themselves to their mates and form 
crystals. So the lava solidifies as a supercooled 
liquid, a glass. When crystallization has some 
chance, the various types and textures appear. 
In one case the little crystals start at centers 
and form small balls in the glass. If this happens 
to a melt of artificial glass, the batch must be 
thrown out and the furnace carefully cleaned to 
keep left-over crystals from contaminating the 
next batch. But when it happens in nature we 
have what are known as “lithophysae,” which pro- 
duce an interesting variety of obsidian. “Peanut 
obsidian” comes from Mexico and consists of a 
ground mass of black glass holding together 
numbers of round, dark-red, quarter-inch litho- 
physae. Since the latter are not too tightly held, 
it is hard to cut the stone and keep the spheres 
in the glass. When it can be done, it produces a 
very unusual result. Smaller lithophysae, each 
about the size of a single sturgeon egg (caviar) 
and of a similar red-brown color, occur in the 
obsidian of another Mexican locality and promise 
eventually another interesting commercial variety 
of obsidian. 


Less sharply defined lithophysae, ocurring in 
obsidian is some of our western states make a 
white-on-black pattern which is sold under the 
appropriately descriptive name of “snowflake ob- 
sidian.”” This material has been shipped to Ger- 
many (it costs about 50c a pound) and is now 
common in our cabochon stones. Great quantities 
have been tumbled by the baroque makers. In 


PLEASE TURN TO PAGE 165 
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RUNNING A 
SUCCESSFUL 


SALE 
IS AN ART 


by Manny 
Silverman 








Rios 
Bo ete 
«OR ass 


NAMM'S DEPARTMENT STORE 


EST. 1886 


LIQUIDATION SALE 


(N. Y. Times—Sunday, Feb. 18th) 


| have just returned from a western trip and signed 


six contracts to conduct 


‘Going Out of Business 


Sales.'' These six stores in the aggregate have been 
established tor 354 years! YET, THEY ARE GOING 
OUT OF BUSINESS! .. . AS HAVE EIGHT OF THE 
FINEST DEPARTMENT STORES IN THE LAST FEW 
YEARS. These eight large department stores located 
in New York City were: 


Fredrick Loeser—1! 860-1952 

James McCreery—1!837-1953 

John Wanamaker, N. Y.—1862-1954 
Hearns—| 827-1955 

Lewis & Conger, N. Y.—1834-1956 
Hecht & Co., N. Y.—1900-1956 
Oppenheim Collins—1!906-1957 
Namm's—|! 886-1957 


It seems my six jewelers are in GOOD COMPANY. 
ALL |4 stores closed, and are closing for the same 
reason. Namely, INABILITY TO COMPETE PROFIT- 
ABLY UNDER TODAYS CHANGING ECONOMIC 


CONDITIONS. 


NOW! It is definitely to my benefit to try to keep a 


store in business. In so doing we can gain an annual 


customer, rather than have a single sale. 


Therefore, if you have an old established store and 
find that you can not compete profitably, Call-Write 
or Wire Silverman Sales Enterprises. | will come to 
see you at my own expense. | will analyze the con- 
ditions in your store to try to primarily keep you in 


business ... 


and .. 


. secondly . . . if this is not 


feasible to show you the best method of Going Out 


of Business. 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue—New York, N. Y. 
Telephone—PLaza 7-4693 
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It’s our chance to make even 
more friends for Hamilton Beach. 
It’s your chance to win a new 
Ford Station Wagon or any of 
100 other big prizes. Nothing 
to buy, sell or rhyme! 

Your chances of winning are 
excellent, for this contest is 
limited to retailers and retail 
salespeople who sell Hamilton 
Beach appliances. Just name the 
““Guard’”’...the “Guard’’ that 
tells your customers that 
Hamilton Beach appliances are 
guarded by the only 5-Year 
Guarantee they can get! 

Don’t miss this opportunity 
to win one of 101 wonderful 
prizes! Fill out the coupon and 


mail it today! 

10 2nd PRIZES — Your choice 
of a complete wardrobe (men’s 
or women’s). Suit, overcoat, hat, 
shoes, shirts, ties, hose—retail 
value, $300.00-—at your favorite 
dealer's. 
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Hamilton Beach 
Mixette 
$19.95 retail 


Hamilton Beach 
Food Mixer 
$44.95 retail 
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15 3rd PRIZES— Matching 
set of famous Hartmann Lug- 
gage—2-suiter’ and 20-inch case 
in smooth two-grain airline cow- 
hide. Retail value, $150.00—or 
3-piece set of women’s luggage. 
15 4th PRIZES — Hamilton 
Beach “‘Deep-Clean’’ Cylinder- 
Type Vacuum Cleaner with 11 
cleaning tools. Retail value, 
$79.50 


15 5th PRIZES — Hamilton 
Beach Model H Food Mixer 
with Cake-Mix Timer, juice ex- 
tractor and chrome finish. Re- 
tail value, $61.95 


20 6th PRIZES— Hamilton 
Beach Automatic Fry Pan—the 
new deeper pan that doubles as a 
sauce pan. Retail value, $22.95 
25 7th PRIZES — New Hamil- 
ton Beach Electric Food Grinder 
—the quick, crankless way to 
handle those tiresome kitchen 


chores. Retail value, $39.95 


AMILON BEACH 


HAMILTON BEACH COMPANY, A division of SCOVILL, RACINE, 


— 





Hamilton Beach 
Liqui-Blender 
$42.95 retail 


Hamilton Beach 
Automatic Toaster 
$19.95 retail 
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NTH HAM 


Just name the Hamilton Beach “Guard” 
ie 


THE ONLY 5-YEAR GUARANTEE @ 





WISCONSIN, U.S.A. 































\ 
Addy ‘Ng) 


BEACH = 
* ni = 


"yea 


jepee- Servlet 


“arate 


in House eoares d 


NAME ME! 
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© Contest Opens 
March Ist! 
Closes June Ist! 
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Hamilton Beach 
Home Drink Mixer 
$22.95 retail 



















































rT wie Nh a | | 


NAME THE GUARD CONTEST! 


ist PRIZE ‘ 
1957 Ford Country Squire £ 
Station Wagon. 































101 PRIZES 


Profit Opportunities for Hamilton Beach retailers and 
backed by the only their salespeople only! 


5- Year Guarantee! ERT: ea 


1. This contest is open only to retailers and sales- 
Real sales appeal here! 










people who sell Hamilton Beach appliances. 


























, e Sil ~ s the most appropriate ni: . 
A New Quick and crankless! = imply send us pe - é "PP are apedeecer 
‘ using no more than 2 words, that you can think 
Electric No clamping down. of for the Hamilton Beach “Guard.” 
Food Just flip the switch, and 3. Sign your name, store name, and store address, 
: even the toughest grind- and mail to Hamilton Beach Contest Board, 
Grinder! ing jobs are a breeze. Box £166, Chicago 77, Illinois. 
. ; 
Wonderful for making 4. All entries must be postmarked not later than 
meat loaf, casseroles, June 1. 1957. 
etc. S. Entries will be judged by the Reuben H. 
$39.95 retail Donnelley Corporation. Decision of judges will 


be final. Entries will be judged on the basis of 
Can-opener attachment originality, sincerity, and aptness. In case of 

$5.95 retail ties, duplicate prizes will be awarded. All en- 
Slicer-shredder tries, contents, and ideas become the property 
$9.50 retail of HAMILTON BEACH COMPANY, A divi- 







sion of SCOVILL, RACINE, WISCONSIN, U.S.A. 
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HERE’S MY ENTRY! JC-37 
Hamilton Beach Contest Board 
Box 5166, Chicago 77, Illinois 


| suggest you name the “Guard” 





A New 4 SS > 
- q saaigaite = Ss 
Automatic fe ay m ; 22.95 (no more than 2 words) 
a Nia retail 
Fry Pan! ~~ — aN My Name 


: . . Store Name - 
The biggest sales edge in 


automatic skillets! Thanks 


Cover with new WA: 


moisture control Jobber’'s Name. 


ee ee ee et 


to deeper walls, this 11! - $3.50 retail 

, Jobber Salesman's Name 

inch pan doubles as a sauce Includes special rack 

pan! Deeper 3-quart pan for baking potatoes, Address of Store _..__ giiihampeniad 
holds 2 extra cups. squash, etc. Extra entry blanks can be obtained from your distributor salesmen 
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ELECTRIC 


® Siz High-Speed Self-Sharpening Blades 

® Special Sideburn and Mustache Clipper 
® Quietest of any Razor ... AC/DC 

® Easiest to Clean . .. Easiest to Service 


® Easiest to Shave With... 
Exclusive New Cutting Action 





PRECISION 
ELECTRIC RAZOR 


ivory or charcoal grey J Me 
with golden decor 
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beset shave wor! 


MADE TO BE 
SOLD BY 
JEWELERS 
EXCLUSIVELY 


Here is the jewelers’ MOST PROFITABLE ELECTRIC RAZOR... the electric 
razor with the MOST ACCEPTED NAME IN THE JEWELRY INDUSTRY— 
BULOVA ... backed by a big and powerful national ADVERTISING PRO- 
GRAM ... Here is an electric razor that has been created to bring the jeweler a 









still greater share of the nation’s electric razor sales, and to give the jeweler 


the first and only electric razor that is exclusively his. 






SS 











BULOVA WATCH COMPANY, Inc. 
Bulova Park, Flushing 70, N. Y. 
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Exclusive new oP pean ‘ LLCO 


“Scan-Tenna” Portable TV 


Trademark—Phiico Corp., Pat. Pend. 


Outperforms all other portables! 


With antenna concealed 


A . it's a 2-position 
. ®& ; fj : HANDLE! 


39-INCH 
ANTENNA } | 
HIDES IN / d Dipole ANTENNA 


/ “ extends to 


ROTATING , 39 inches! 


HANDL 
j Ps | . ~ : ‘in —_ : 
i et 
ae f > = Ri ~~ J 
oe : SS 
; ¢ < - od 4 a ™ 


ROTATES fully 
to strongest 


Multiple-exposure photo shows how giant-sized antenna pulls out of carrying handle quickly. 


Brings in the sharpest, clearest picture 
ever achieved with a BUILT-IN AERIAL 


GREATEST DEMONSTRATION PROFIT-PACKED STEP-UP LINE OF ©} EXCITING MODELS 
FEATURE IN ALL TELEVISION! iit 
IT STOPS 'EM! IT SELLS 'EM! = Mt erompertng af 


Here’s the new, big difference in portables! Philco’s mie 96-09.-ta. pieture 

sensational “Scan-Tenna.” It’s a carrying handle that 38 ‘‘SEVENTEENER” 2 

locks in either of two positions. It’s a dipole antenna Diees., & Samii ain 

that hides in the handle and pulls out to 39 full inches, “i maeetatiotv 

11 inches more than standard. And it rotates on a pre- 

cision base to bring in the sharpest, clearest picture 

ever achieved in portable TV! PHILCO is running big exciting full-page "Scan- 
To demonstrate it is to sell it! Give your entire TV Tenna” advertisements in LIFE, THE SATURDAY 

sales a lift with Philco’s exclusive “Scan-Tenna” port- EVENING POST, SPORTS ILLUSTRATED, ESQUIRE 

ables. Five exciting models in the “Sportster 96” and and HOLIDAY! Plus big space campaign in 

“Seventeener” Series. Start cashing local newspapers! “Scan-Tenna” is BIG NEWS. 

in now, call your distributor today! $7 3 Os MAKE SURE YOU CASH IN! 

Priced as low as .. ee se 


LOOK AHEAD... Gal you choose PHILCO 
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E. G. Meyers, watch repairman, also sells 


What happens when you... 
Repair the Repair Department 


Ed Timble took a radical step 
when too many repairs bounced back 


“As watch repairs go, so go watch sales.” 

On this simple theory, Edward Timble, owner 
of Holiday Jewelers in Boulder, Colo., has changed 
angry complainers into friendly buyers. He has 
created such a successful repair business that 
his department is often behind in its work—with 
no wails from customers. 


And he has boosted watch sales year after 
year. “It makes sense to me that people will buy 
watches from a store which they know from ex- 
perience provides reliable service,” Mr. Timble 
says. “A repair department which people really 
trust provides the extra push to trade the cus- 
tomer up from a $50 watch to a $100 watch.” 
Both of these ideas have worked out. 

This happy state of affairs is fairly new. About 
five years ago watch sales at Holiday were in the 
doldrums. A string of indifferent watchmakers 
had worked — after a fashion —and customers 
were unhappy. An alarming number of watches 
were brought back within a few days after they’d 
presumably been repaired. 

Though it had been hard in those Korean War 
days to find skilled craftsmen, Ed Timble decided 
to clean house. Then he set out to find two of 
the most reliable watch repairmen obtainable— 
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and came up with E. G. Meyers and John Men- 
denhall, both horological veterans. 

“Adding those men produced the quality we 
needed to impress repair customers,” Mr. Timble 
recalled. “To make amends for past mistakes, we 
asked customers whose watches had been re- 
paired before the change to bring them in again 
for reservice, if necessary, without charge.” 

The whole idea worked admirably. Each of 
Holiday’s repairmen may turn out only a few 
watches a day, and sometimes the department 
may fail behind. But customers realize the at- 
tention to detail that goes into servicing, and 
they’re willing to wait patiently. Returns dropped 
to a mere 3 per cent, for minor adjustments. 


Such confidence has come from the high-stand- 
ard service department that Ed Timble often asks 
repairmen to handle sales, especially of the 
higher-priced models. Many customers prefer to 
be served by the two new men. And watch sales 
are constantly rising. There’s no reason why 
watch repairmen should merely repair watches. 
More and more jewelry store owners and man- 
agers are coming to realize this fact. At least, 
the man at the take-in counter should know how 
to sell. 

Holiday Jewelers’ satisfying experience backs 
up Mr. Timble’s contention of five years ago: Out- 
standing watch service will tone up watch sales. 

by Robert Jones 
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Giant chess pieces set the theme for a display of watches and watch attach- 
ments. Alternating squares of red and black fill the floor. The chess pieces 
are half-rounds made of reinforced composition nine inches in height with 
five-inch by five-inch chess-board bases. They come in black or Chinese red 
antique finish with contrasting bases in an assortment of six pieces (pawn, 
castle, king, queen, knight and bishop) for $37.50, or $6.95 singly. These 
are from Twinkle Displays, 113 W. 27th St., New York 1. Chess pieces 
ean be ordered in other colors. Red and black ribbon streamers are draped 
against the background. 


FOR FLEXIBILITY 
IN DISPLAY 


by Virginia Dixon 


How about some Spring clean- 
ing in the display department? 
Let’s scrap the old-fashioned 
bulky fixtures and elevations 
that really don’t lend themselves 
to refurbishing any more and 
get the new look in our window 
set-ups. 


® Window display fixtures serve 
only one purpose—to make your 
merchandise look more attrac- 
tive by pleasing arrangements 
and raising small articles to 
easy-to-see eye level. The newest 
fixtures use glass and plastics 
generously to give the airy, light 
look that is so characteristic of 
the new window styles. Wood 
construction is finished in blond 
tones. Since most of the new 
items are adaptable to all shapes 
and sizes of windows, they are 
much less expensive to purchase 
than the old custom-fitted jobs. 

In addition to building dis- 
plays up from the window floor, 
we can also suspend hanging 
units from the window ceiling 
for still greater variety and bet- 
ter use of the entire window 
area. 
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Pleated marquisette wheels and fans create a dainty spring atmosphere. Costume 
jewelry is displayed on circular glass shelves built up with hardwood clip legs. The 
gracefully tapered legs are notched to fit the standard 7/32nd inch glass which is 
commonly used for display fixtures, but can also be used on a slightly thinner glass. 
The legs and build-up supports come in 6-, 9-, 12-, and 15-inch heights priced from 
$19.75 for the smallest size to $25.75 for the 15-inch size set of six (available from 
Twinkle Displays, 113 W. 27th St., New York 1). The marquisette pieces come from 
Austen Display, Inc., 133 W. 19th St., New York 11, and are available in orchid, aqua, 
mint, maize, light blue, pink and white. The wheels are 10 and 12 inches in diameter 
at $15 a dozen for the smaller size and $18.50 for the larger. The fans, trimmed 
with dainty flowers, are five inches by ten inches (plus handles) and are $19.80 
per dozen. 





NEW HAND CHASED TEA SERVICE 


A magnificent authentic reproduction in heavy silverplate 

embellished with hand chased design of dignified elegance. 

No. 600/5 5 pe. Set Incl. 26” Tray $250.00 Retail 
Waste (extra)... ... $24.50 


SILVER COMPANY - TAUNTON, MASS. 


NEW YORK PHILADELPHIA CHICAGO SAN FRANCISCO 


346 Fifth Ave. W ashington Sg Bldg. 29 E. Madison St. 233 Post St. 
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Right—Dating from the early 1800's, 
“Kent” grape-and-leaf border on Spode 
bone china printed in shaded black, rich 
gold handles; 5-pc. setting $41.10 retail. 
From Copeland & Thompson, Inc., New York. 


Far Right—New “Jewel” pattern on Standard 
shape has soft pink rim with hand-applied 
raised enamel jewel-like motifs in blue 

and gold; 5-pce. setting $24.95 retail. 
Created by Lenox, Inc., Trenton, N. J. 






Right—Group of decorative pieces in 
Upsala-Ekeby pottery from Sweden, showing 
modern design and distinctive textures of 
the ware. Line has just been taken on 


by Ebeling & Reuss Co., of Philadelphia. 





Far Right—“Symmetra” decoration shows a 
narrow line of platinum at edge of the 
“Museum” shape with slightly changed cup; 
o-piece place setting retails at $14.95. 

By Castleton China, Inc., New Castle, Pa. 















Right—Various sizes and designs in 
bone china cups and saucers may retail 
from $5.25 to $8.50 each; famous [mari 
design, lower center, retails at $25. 


From Royal Crown Derby, Inc., New York. 


Far Right—Blue flowers and gray branches 
make up “Blue Mist” design on new “Care- 
free” china; 5-pc. setting $7.95 retail. 

Line has year guarantee against breakage. 
From Syracuse China, of Syracuse, N. Y. 
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Table top fashions . 
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EWELRY COUNTERS EVERYWHERE... 


the gurl with more facets than a diamond ! 






















































She’s the Young Woman Under Iwenty — 
She’s out to buy —everything you stock! 


STERLING SILVER, 
FINE CHINA, GLASSWARE — 


She’s filling a hopechest! 
(1,600,000 teens are 
a i collecting flatware... 
~~ 1,000,000, glassware... 
1,660,000, china 

& earthenware.) 


ENGAGEMENT RINGS, 
WEDDING RINGS— 


She’s one out of every 
two first brides! 

(18 is the peak marriage 
age for women!) 


WRISTWATCHES, STRANDS OF PEARLS, 
CHARM BRACELETS, COMPACTS — 


She’s at the gifting end 
of every happy occasion: 
the giving end, as well! 


LIGHTERS, BOOKENDS, 
FIGURINES, APPLIANCES — 
She’s the influence 
behind your most 
satisfying sales — 

and the influence 
behind her ts: 


THE MAGAZINE SHE TRUSTS... 
THE MAGAZINE THAT GETS 
HER TO GO OUT AND BUY... 
THE MAGAZINE READ 
gs ISSUE-AFTER-ISSUE 
BY EVERY THIRD GIRL 

IN YOUR TOWN: SEVENTEEN 


She’s one of 8 million 
young women under twenty — 
spending almost four 
billion dollars (of their 
own money, alone) every 
single year—and the one 
place you can be sure of 
selling her is SEVENTEEN! 


CLOSING DATES: 
JUNE 2-COLOR, 4/5; 
JUNE B & W, 4/10; 
JULY 4-COLOR, 4/19. 
NO PLATES REQUIRED. 


She buys from... AMON 
488 Madison Avenue, New York 22, N. Y. 
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Right—Just introduced—‘“Parasols” de- 
sign shows an abstract motif done in blue 
and lavender set among flashes of gold; 
16-piece starter set retails for $16.95. 
By Iroquois China Co., Syracuse, N. Y. 





Far Right—Heraldic design by Raymond Loewy 
shows gold and taupe fleur-de-lis on a 
field of blue; 5-piece place setting may 
retail at $17.95. Just introduced by the 
Rosenthal-Block China Co., of New York. 





Right—“Moonbeam” is new hand-cut de- 
sign done on stemware with a sculptured 
stem and flared bowl; $42 a doz. retail; 
7” plates, $39 a doz; 8” plates, $42. 

By Fostoria Glass Co., Moundsville, W. Va. 





Far Right—New “Fern Dell” design in Fran- 
ciscan dinnerware appears on Flair shape | 
in lime green, Moss green, turquoise and sane ei am acme + lana 
gray; 16-pc. starter set $14.95 retail. 

By Gladding, McBean & Co., Los Angeles. 


















Right—New “Caprice” pattern on bone 
china has Alexandria blue rim edged with 
platinum, center design in subtle grays 
and blues; 5-pe. setting $21.75 retail. 
From Doulton & Co., Inc., of New York. 


Far Right—Latest addition to the “Strata” 
line of stainless steel hollow ware is | 
this duo entree dish; 22” in length, it : | AY 
may be retailed for $35. Manufactured 
by the Sheffield Silver Co., New York. 
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SELL. STEEL GIFTS FOR 


It’s your promotion 
... you name the 
products and brands 


“Operation Shower” is out to help you sell 
steel gifts for the bride: housewares, traffic 
appliances, decorative items, stainless flatware, 
TV sets; anything made with steel makes an 
appropriate shower or wedding gift. There are 
* no brand restrictions. It’s your promotion! 


You can make 
your store a 
Bridal Gift Center 


“Operation Shower” will help you get a-bigger 
share of the bridal gift market. In both national 
and local advertising, U. S. Steel will promote 
the selling slogan, ““Shower the bride with Life- 
time Gifts . . . Give her gifts of steel.” Your 
tie-in advertising and displays will bring the 
family and friends of the bride to your store to 
buy steel gifts. 


SHARE 




















You get lots of 
advertising support 


1500 hometown newspapers will carry “Opera- 
tion Shower” advertising in June to support 
your local promotion efforts. 

4 TV commercia!s on the U. S. Steel Hour, 
June 5 and 19, will create consumer enthusiasm 
for gifts of steel. 

A 4-color spread in the July issue of Vogue 
magazine will establish the steel shower as be- 
ing smart, fashionable. 

An 8-page pull-out ad in the April issue of 
Forecast for Home Economists will reach the 
country’s 50,556 home economics instructors 
who are training today’s and tomorrow’s home- 
makers. 


You can boost your 
sales of steel gifts 


“Operation Shower” is setting the stage for steel 
gifts sales. Now it’s up to you to bring customers 
into your store. You can do it with advertising in 
local newspapers, on radio and television, and 
through direct mail. You can attract attention to 
your part in the promotion with store and win- 
dow displays. 


~~ THe 





uss) UNITED STATES STEEL 


— . ae aim a - lin ni = SEAR | 
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You get free 
display material 
and selling ideas 


U. S. Steel has prepared an “Operation Shower” 
Promotion Kit, complete with merchandising 
tags, banners, a colorful poster, merchandising 
plans, display ideas, sample newspaper ads, 
radio scripts, reproduction art of the promotion 
symbol and slogan for advertising use. 


Send this coupon 
for your free 


(rnitw Shuey 


PROMOTION KIT 


nel 
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-Shower 
the Bride 
with 







Give her gifts of steel 


Robert C. Myers, Director 
Market Development Division 
United States Steel 
Pittsburgh 30, Pa. jJC-37 

Please send me the free ‘“‘Operation Shower” 
Promotion Kit. 


NAME 





FIRM 





ADDRESS 





CITY STATE 

































Primula Bowl K. 189 
Retail price: 

9 inch—$7.20 ‘ 
12 inch— 

$12.00 


Wholesale Distributors 





Copeland & Thompson, Inc. 
206 Fifth Avenue, New York 10, N. Y. 


Spode 


THE FINE ENGLISH 


DINNERWARE 





Cucumber Tray 
“Ameer” K. 94 
(151% inches long) 
Retail price: $5.40 


In addition to the world famous Spode 
dinnerware in Earthenware and Bone China, 
Spode also makes an extensive line of 
“Fancies” and other gift or traffic items. For 
information, call at the showroom or write to 





























Weswr1ic$ 
(*+4-4-144<4 







with coin gold edge line. 









712 S. Olive St. (Merch. Mart) 
Los Angeles, Calif. 











“PASTEL BUDS” 
by Heinrich & Co. 

Increasing in popularity is this delicately drawn 

spray of pale pink and yellow rosebuds on “Grazie” 

shape in pure white Bavarian china—finished 


5-pc. Setting: App. $10.00 retail. 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


44 York St. 
Toronto, Ont., Canada 

















122 





China 
Glass & 
Giftwares 


by MADELINE LOVE 












O you think a jeweler is justified in asking 
1) his customers not to handle the displays 
of china and glassware? 

It is a moot point in any store dealing with 
breakable merchandise. Plates or groupings of 
fine china and crystal are carefully set up on 
open shelves and cabinets—and a single awkward 
movement by a customer can smash a piece. Table 
settings are arranged with meticulous attention 
to detail—and a goblet crashes to the floor from 
slippery, gloved fingers. Of if the goblet is safely 
replaced on the table, it may or may not be in 
correct alignment with the other items. 

With the idea of eliminating as much oppor- 
tunity for breakage as possible, many retailers 
place small but somewhat peremptory signs on 
tables or shelves, asking their customers: “Please 
don’t handle.” It is a good idea—for a museum. 

But your store is not a museum. It is a market 
place. Your displays are not intended simply to 
invite the public to look. You are trying to sell 
them the merchandise. You are not dealing in 
irreplaceable antiques. You are dealing in today’s 
merchandise and you are trying to make it so 
desirable that your customers will want to own 
it themselves. 

Looks, however, are not enough to make a sale. 
Few women will actually buy fine tableware until 
they have examined it carefully, weighing it in 
their hands, feeling the texture, inspecting the 
pattern at close range, sensing the quality and, 
by all means, looking for the brand name. All 
these are factors in making the sale, and to hedge 
the ware behind a “hands off” warning is to rob 
it of much of its appeal. In effect, you are telling 
your prospective customer that the ware is too 
precious to be subjected to her careless handling, 
which might very well result in her believing it 
to be too precious for use in her home. 

It is a matter in which possible losses through 
breakage must be balanced against the possible 
loss of the customer’s good will. Every jeweler 
decides for himself, of course, which is the more 
important. But it is a rare retailer who can make 
his store a comfortable place for the women of 
his community to come to shop and at the same 
time screen off his breakable merchandise from 
contact with them. 
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HOWN here are two of the table settings ar- 

ranged by six of New York’s leading decora- 
tors, displayed at the Tiffany & Co. store 
during late January and early February. Each 
decorator chose his own subject for a party table 
and worked out his own scheme of color and 
design, using some of his own furniture and props 
but setting the tables with selections from Tif- 
fany’s silver, Vermeil, china and glass. 

The Golden Anniversary table (top photo) was 
done by Miss Hall of Diane Tate & Marian Hall, 
Inc. She covered a French table with embroidered 
organdie over yellow and set it with gold Vermeil 
flatware, hollowware, and dinner plates, together 
with Spode bone-china soups and Lobmeyr crys- 
tal. Yellow carnations carried out the golden 
look. 

William Pahlmann, of William Pahlmann Asso- 
ciates, who recently “did” the Coral Reef Yacht 


PLEASE TURN PAGE 
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“Delphine | 
mn FRANCONIA CHINA 


One of Europe's Finest 


Styled for the successful trend to “blue in new home 
fashions, Delphine is also a pattern keyed to “lasting” favor 
and popularity. A lovely halo of Forget-me-nots and leaves: 
accented with fleurette clusters in a delicate two-tone blend- 
ing of Delphinium Blue on pure white translucent porcelain 
in the exquisite XV shape—deftly banded with 
Platinum. 5-pce. Place Setting with 1034" dinner plate: 
$13.00 Retail (Slightly higher South & West). 


Louis 


39-41 West 23rd St. 


HERMAN C. KUPPER, INC. NY york 10, N. Y. 











FOLDING 
GIFTWARE BOXES 







Pens 


in your choice of 
smart patterns 


* Tremendous ‘space savers (shipped flat) 
* Require no outer wrapping 

* Sturdy construction (double walls) 

* Over 100 sizes available for immediate delivery 
* Low prices plus 10% and 5% special discounts 
e Special freight allowances 

* No charge for imprinting your name 


Folding jewelry boxes (packed with cotton) are now 
available in 10 popular sizes. 


Of course, you may have our 
latest catalog; please write for it. 


| 


See us at all the gift shows. A 





Gift Don Corporation of olmetica 


225 FIFTH AVE., SUITE 1229 K, NEW YORK 10, N.Y 
America’s Outstanding Manufacturer of 
Folding Giftware Boxes 








































































Club in Nassau, set his yachting dinner table 


Ab =o 
’ * : a . 
P Tore 1a p ve under a striped canopy. The color scheme was 
0 la Hl CS5 0 Ue L ! d if » coral and teal blue, and he used Wedgwood’s white 


shell plates and “Wave Edge” flatware, a 19th- 
f ee ee lou century design recently revived by Tiffany. 

4 ‘i Other decorators who set tables were William 
Baldwin, who chose an exclusive French china pat- 
tern in cornflower design and Vermeil flatware; 
Mrs. Henry Parrish, who used the “Blind Ear!” 
Royal Worcester white china decorated with green 
leaves, white soup plates and English King flat- 
ware; Mrs. Russell Davenport, who placed indi- 
vidual French breakfast sets on small tables in 
front of a double love seat; and Van Day Truex, 
who is a designer and a consultant at Tiffany’s, 
who created a luxurious atmosphere with Royal 
Crown Derby china and Vermeil flatware. 


For New Goods or Repairs 





DDITIONAL showroom space has been taken 


A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type at Room 501, 225 Fifth Ave., New York, by 
C. Knife Blade (Medium) D. Cheese Scoop D. Stanley Corcoran, Inc., importers of Swedish 
Leading silversmiths and repair shops look to : : : 
Northampton for finely finished forged stain- glassware and Danish porcelain. Edward = 
less steel blades. Unequalled for quality, Thieler is manager of the new showroom, which 
beauty and craftsmanship since 1871, North- was opened February 21. The firm is showing its 


ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


complete lines there as well as at its headquarters 

at 7 West 30th St., New York. 
Another change in the Corcoran organization 
is the appointment of H. Warren Shaw, who for- 
PLEASE TURN TO PAGE 126 





NORTHAMPTON CUTLERY COMPANY e 








NORTHAMPTON 2, MASS: 7 ESTABLISHED 1671 


mm 











BUENILUM - THE DISTINCTIVE GIFT - 
AS: PRACTICAL 
AS IT IS BEAUTIFUL 


created by 





1293 

18” TRAY 
Mahogany Formica 
Minimum 6 

Retail $10.00 1405 


1292 1444" TRAY Mahogany Formica 9’ DIP AND DUNK 
Retail $7.50 — Minimum 6 Retail $5.00 — Minimum 3 pieces 


























1398 COFFEE SERVER 1391 3 PIECE MAYONNAISE SET 

COFFEE SERVER with Warmer 6 Cup Retail $5.00 — Minimum 3 

with Warmer 12 Cups Retail $8.50 

Retail $10.00 Minimum 6 All items packed in reshippers 

Minimum 6 

BUEHNER-WANNER, INC., 66 Fort Point Street, East Norwalk, Conn. 

Breslaver-Underberg Inc. Bolender and Company The Grant-Jacoby Co. Miller Bros. Limited Harlan P Saubert 
225 Fifth Avenue 1551 Merchandise Mart 527 West Seventh St. 32 Front Street West 9809 Angora 
New York 10, New York Chicago 54, Illinois Los Angeles 14, Cal. Toronto 1, Canada Dallas, Texas 
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LALIQUE 


L. B. (Fred) Sark, Managing Director of The French 
Glass Co., Inc., is glad to announce the appointment 
of Roger Rousselin as Vice President and Sales Man- 
ager in charge of the newly created Crystal Division, 
Daum-Lalique. 

Roger Rousselin, a long time director of Lalique in 
Paris (he started there in 1923) and by the way, also 
a long standing friend of Mr. E. N. Khouri, will certainly 
be the right man to maintain and enhance the prestige 
of the names Daum and Lalique in this country. He 
is very well acquainted with this market and all 
customers will find that he will do his utmost to 


DAUM - LALIQUE ( 











3 Ri. Pea ey 
No. 11615 SWAN—length 1414” 





fulfill his requirements. 

it goes without saying that George Bium of the 
Daum Crystallierie inc., has joined the new division, 
Daum-Lalique, and everybody is glad to hear that he 
has recovered completely from his recent iliness. 
He will be of great help to Roger Rousselin as his 
associate. 

The showroom of the division Daum-Lalique will 
temporarily remain in the former location of Daum 
Crystallierie Inc. Unfortunately, the new spacious 
premises of 225 Fifth Avenue will only be ready in the 
later part of this year. 


Division of 


THE FRENCH GLASS CO., wail 225 FIFTH AVE., NEW YORK 





VEGA BOWL No. 23-104” length 
No. 38—18” length 
No. 48 — 24” length 
No. 49— 28” length 

































Solve your Giftware Box Problem... 
once and for all! 








72 BOXES 
only ${450 


Buy direct from manufacturer, for dependable supply. 
uniform quality, lower cost. This No. 33 assortment of 
nested fancy gift boxes is ideal for Gift and Art Wares of 
all kinds. Prompt delivery guaranteed. Order direct from 
this ad. Two or three each of the larger sizes . . . five to 
eight each of the smaller ones. Choice of 5 colors, silver 
and white, white modern (embossed), coppertone, paisley or 
Ivory Enamel. Consists of 21 handy sizes from 3x3x3 
to 12x12 8. 


Write for illustrated catalog listing 24 other 
special assortments and hundreds of STOCK 
JEWELRY and GIFT BOXES. Available 


plain or imprinted, or in special designs. 
“THE PACKAGE IS PART OF THE PURCHASE” 


PICTORIAL PAPER PACKAGE CORPORATION 


232 S. Lake Street | Aurora, Illinois 
15116 Merchandise Mart Chicago, Illinois 


USE THIS HANDY ORDER COUPON 


Pictorial Paper Package Corp. | 
Aurora, Iilinois | 

( ) Please send Special 72 Gift Box Assortment No. 33....$14.50 

( ) Send illustrated Catalog of Complete Line ............ Free 
a etek. ss checeadoadedibabie eb Obnidtesccetesneun | 
NE en ltl btn noc beb hie eGdhsdenses kes tihad wae cnkseakeeee | 
I is cede bee neebbehek seh odd den dbadiehe tain otieseeaineekn : 
Mais cadvhiedchudescdbietades sees seeie | ES ee ae aa a 





CHINA, GLASS & GIFTWARES (from page 124) 


_merly covered the Midwest for the Royal Wor- 
_cester China Co., and will now have the same 
| territory for Corcoran. John H. Degen, vice pres- 
_ ident of the company, who has been covering the 


Midwest, will now have the South and New Eng- 
land as well as metropolitan New York. 


ROGER ROUSSELIN 





OGER ROUSSELIN has been appointed vice- 
president in charge of the newly created 


| Daum-Lalique Division of the French Glass Co., 


Inc., according to announcement made by L. B. 
Sark, managing director of the French company. 
Mr. Rousselin has for many years been a director 
of Lalique Crystal in Paris, and is well acquainted 
with the American market. He is a long-time 
friend of E. N. Khouri who, until his recent re- 
tirement, was the importer of Lalique. 

Georges Blum, of the Daum Crystallerie, Inc., 
has joined the new Daum-Lalique division and 
will be associated with Mr. Rousselin in its oper- 
ation. The showroom will remain in the former 
Daum Crystallerie location at 225 Fifth Ave., New 
York, until larger quarters in the building are 
available late this year. 


UBLIC education on American fine china was 

one of the chief topics discussed at the meet- 
ing of the American Fine China Guild at the 
Carlton House during the Pittsburgh china and 
glass show. A committee was formed to determine 
the merits of producing an educational motion 
picture directed at the high-school-college-level 
audience. Also discussed was the question of pre- 
paring new leaflets for sales personnel as a fol- 
low-up to the mailing piece sent last month to all 
stores carrying one or more Guild lines. And to 
assure the non-duplication of pattern names of 
Guild lines, a procedure was established for han- 
dling a name-control library. The next meeting 
will be held May 15 at the Ambassador East Hotel 
in Chicago, when new officers will be elected. 


N a move to avoid future confusion in names, 
the Onondaga Pottery Co. has officially re- 
named its china manufacturing division, which 
will henceforth be known as the Syracuse China 
Corp., Division of Onondaga Pottery Co. In an- 
nouncing the change, Richard H. Pass, president 


of the company, said that “‘the parallel usage of 
PLEASE TURN TO PAGE 128 
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anded new collection 











LURLORA 


FROM SWEDEN 
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ee 
Crystal by Orrefors 


Mite A NEW BARONET PATTERN 


XS 


Fresh, modern, and sure to please! BELCLAIRE will be 
advertised in national consumer magazines. Order 
now... tie in with a sales-making display. BELciatrE, 
in gray and gold with black accents, is from an out- 
standing group of Baronet patterns available for 


immediate delivery. 
5-pe. setting, retail approximately $11.95 (slightly higher in the West) 
Exclusive U.S.A. Representative 


FISHER, BRUCE & CO. 


221 Market St., Philadelphia 6, Pa. 
1107 Broadway, New York 10, N.Y. Merchandise Mart, Los Angeles 14, Calif. 





HOW ARE YOUR PACKAGING PROBLEMS 


= STACKING UP? 
SC = | 







Stacking and storing can be costly, 








But not with Lindley folding gift 





folders and boxes. They save time... 


plus additional 





save space... 


wrapping costs. They are attrac- 





tive, sturdy and quick to assemble. 





Review your problems with the 
folks at Lindley. Write 








for free illustrated catalog story 





on folding gift boxes. 
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BOX PLANT 


1748 West 2nd Street, Marion, Ind. 
Morris Paper Mills Div. @ Federal Paper Board Co., Inc. 



























CHINA, GLASS & GIFTWARES (from page 126) 


the names Onondaga and Syracuse has proven 
confusing to some of our trade.”’ 

Onondaga dates back 85 years and began mak- 
ing Syracuse china 66 years ago. The electronics 
division, producing devices based on specialized 
ceramics, will continue to carry the Onondaga 
name. 


PETER GEERING has been appointed of- 
e fice manager for the Shenango China and 
Castleton China showrooms in New York, suc- 
ceeding Cecil E. Sniff, who retired December 15. 
Mr. Geering was graduated from “he University 
of Basle, Switzerland, in 1951 and later attended 
the Alexander Hamilton Institute ‘or business ad- 
ministration. For the past fovr years he was ad- 
ministrative assistant and otnce manager with 
the Ciba Co., Inc., Plastics Division, at Kimber- 
ton, Pa. 

Castleton’s showrooms were visited early in 
February by Dr. Karen Gillespie’s graduating 
class in New York University’s school of retailing. 
A panel of Castleton executives, including Lynn 
Warren, chairman of the board, Howard Cum- 
mings, vice president in charge of production, and 
Einar Buhl, a member of the board, was present 
to answer the students’ questions about American 
china. 


HE second Wedgwood International Seminar 

will be held April 12 and 13 at the Cooper 
Union Museum for the Arts of Decoration, New 
York, to continue the discussion of Josiah Wedg- 
wood and his famous wares. The program will 
include visits to the Brooklyn Museum to see the 
Miles Collection, to the Metropolitan Museum of 
Art, and to the Wedgwood showrooms in New 
York. Mr. and Mrs. Hensleigh C. Wedgwood will 
entertain the guests at a reception in their home 
on the night before the seminar opens. 


T a press luncheon given January 23 in the 
Andre Surmain Associates cooking school, 
New York, by H. E. Lauffer Co., Mr. Lauffer in- 
troduced “Design Two,” a new concept in stain- 
less-steel flatware, designed by Don Wallance. 
Hand forged in chromium-nickel, stainless-steel 
alloy, the new pieces are designed with slender 
but extra-strong “waists,” presenting a comfort- 
able finger rest when the piece is used for cutting. 
Fork tines are moderately short with a spoon-like 
bowl back of the tines, while the soup spoon is 
fashioned like a ladle with the long axis of the 
bowl at right angles to the handle. The knife 
handle is reminiscent of the traditional pistol-grip 
handle, while the blades are shaped for maximum 
effectiveness in both cutting and spreading. 
000 
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SASHEEN and 

DECORETTE— 

the ribbons that tie 

the one and only “Magic Bow’ 


wn te °39.90 
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creates up to 150 bows per hour 


This wonderful little machine—the 
Sasheen® S-10 “Magic Bow” Tyer—makes 
gift wrapping a real profit-maker and 
traffic-builder, whether you offer it free or 
charge for it. With the S-10, bow making 
becomes an efficient, streamlined operation. 
One girl (spare time or full) can pre- 
fabricate up to 150 glamorous “Magic 
Bows” per hour . . . make them in many 
styles and multi-colors, with either gleam- 
ing Sasheen or lacy Decorette® ribbons... 
for in-store gift wrap and for profitable 
resale, too! Why not put the traffic 
building magic of the S-10 “Magic Bow’’ 
Tyer to work for you? © 3M Co. 


“Magic Bow” and method of making patented U.S. Pat. No. RE 23835 
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Ex: Ribbon Division 
S St. Paul 6, Minnesota 


"€seanc™ 


I'm interested: show me. Send a representative to show me how to put a 
profitable gift-wrapping program into action. 


Name 


Minnesota Mining and Manufacturing Company 





Company 





Street Address 





City 
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Briefly 


IMPORTER-ASSEMBLERS OF SWISS WATCHES are ready to fight the latest ruling by the 
Treasury Department concerning watch imports. The Treasury has ruled that 
many watches now entering the U. S. as "unadjusted" will be considered 
"adjusted" beginning the middle of the year, and subject to an additional 
two-position $1 tariff (at 50¢ for each adjustment). 


THE AMERICAN WATCH ASSOCIATION'S PRESIDENT, Samuel W. Anderson, has 

promised a court battle over the change. He claims it is "a rewriting of the 
» « « Statute" and is outside the Treasury's jurisdiction. The government, 
however, calls the ruling merely a “clarification" of the law. 





THE JEWELRY INDUSTRY TAX COMMITTEE is urging the Internal Revenue Service to change 
a recent ruling which made most credit and finance charges subject to the 
excise tax. IRS held that only those charges made at the "legal rate of 
interest" are exempt from the excise. JITC points out that most retailers 
cannot afford to base their credit charges on legal interest rates (6 to 10 
per cent in most states). 


A NEW RULING IS BEING SOUGHT which would exempt all credit charges from 
the excise tax provided they are "based on unpaid balance, length of time 
- « e« for payment of balance, and refundable in proportion to accelerated 
payment of the account." 





BENRUS HAS CANCELLED FAIR TRADE RESTRICTIONS IN WISCONSIN, allowing that state's 
retailers to set their own prices for Benrus products. The firm announced 
that it was making the move as a test, and would remove all its fair trade 
agreements if the test proves it is warranted. 


CHANCES FOR MAJOR TAX CUTS ARE FADING because of rising government expenses. 
Despite campaign promises, Congressional and Administration leaders are now 
opposing tax cuts. Over 100 tax-cutting bills have been introduced in 
Congress, but their chances for passage are slim. 


SEVERAL AIDS TO SMALL BUSINESSMEN are under Congressional consideration. One bill 
would establish National Investment Companies to make loans to and invest in 
Stock of small firms. Another bill would set up an insSured=-loan progran, 
under the Small Business Administration. 


OTHER BILLS PROPOSE TO: extend the life of the Small Business 
Administration; raise the loan limit and funds of the SBA; ease inheritance 
tax regulations, and tighten anti-trust laws. 





THE RETAIL JEWELERS MARKET IN CHICAGO (formerly NJA's National Jewelry Fair) has 
gotten off to a flying start. The huge Exhibition Hall of the Conrad Hilton 
Hotel is sold out, and other exhibit Spaces are being prepared. This will be 
the first Chicago show to be jointly Sponsored by NJA and ANRJA. 


BULOVA'S NEW ELECTRIC RAZOR will be intreduced to the public on March 25. The 
long-awaited product, which has been in the works for the past three years, 
will be sold exclusively through Bulova jewelers. It will retail for $34.75. 


FTC'S PROPOSED TRADE PRACTICE RULES FOR THE JEWELRY INDUSTRY were unveiled on Feb. 
2l. A result of the long fight for a guide to ethical practices within the 
industry, the 35 rules are designed to protect both the trade and the 
public. The jewelry industry's reactions to the proposals will be heard at 
FTC hearings scheduled for March 15 in New York. 
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| SYROCO CLOCK TELLS MORE. 
THAN TIME! 


It speaks elo- 

quently of beauty 

first, the deep-carved 
elegance-in-depth that is 
Syroco’s alone. Let’s face it: 

your homemaker customers take 
mechanical perfection for granted. 
What really sells them is style. Year 
after year (and, as you can see, 1957 
is no exception) Syroco comes up 
with the Fashion Firsts, dazzling 
originals that out-shine, out-sell 
them all. This, mind you, at full 
retail mark-up! A word of caution: 
only Syroco Originals are processed 
of genuine SyrocoWood, that exclu- 
sive material which triumphantly 
fulfills even the subtlest inventions 





3384 SUNBURST CLOCK 





of the wood-carver’s art. ALL 
SYROCO CLOCKS HAVE 
FRONT-WIND, 8-DAY, 
JEWELED MOVEM 
GUARANTEED FOR 1 


Elegance-on-a-Budget! 
3388 FRENCH BAROQUE CLOCK 


18” high by 11” wide 
METALGOLD, WHITE DEC. GOLD 


3382 SCONCE CLOCK 
22” high by 16” wide, 614” dial 
METALGOLD 
Pkd. 1 
3386 CARVED-DIAL CLOCK $40. retail 
2012” high by 1914” wide 
METALGOLD 
Pkd. 1 
$30. retail 
\1] prices 


Sim SYROCO AT ALL 


Write 
Dept. J37 
for new 


1957 catalog Cha 


wi rTOOoOmMS 


and price list, 
Minimum 
order, new 
accounts, $75. 





SYRACUSE. ORNAMENTAL COMPANY, INC. 








Pkd. 1 $20. retail 


PLANTER 

CLOCK 

26%” high 

by 9” wide, 

52” dial 

Solid brass container, 
512” diam. by 344” deep 


METALGOLD, 
WHITE DEC. GOLD 
Pkd. 1 

$40. retail 


LEADING JEWELRY, FURNITURE AND GIFT SHOWS 


NEW YORK: 225 FIFTH AVENUE 

CHICAGO: 1526 MERCHANDISE MART 

HIGH POINT: 108 EAST COMMERCE STREET 
SEATTLE: 2028 SECOND AVENUE 


613 S. CLINTON ST... SYRACUSE 2, No ¥ 










































































JITC Asks New Ruling 
On Credit-Charge Tax 


Washington, D. C.—The Jewelry 
Industry Tax Committee has urged 
the Internal Revenue Service to re- 
consider a recent ruling about which 
types of credit charges are taxable. 

At issue is the IRS decision of last 
fall that most credit or installment 
charges are part of the selling price 
and therefore taxable. The only excep- 
tion, the IRS ruled, was if the credit 
charge is computed at the legal rate 
of interest (6 to 10 per cent in most 
states) and “is refundable in propor- 
tion to accelerated payment... . .” 

The JITC complains, in its appeal, 
that this ruling makes nearly all fi- 
nance charges subject to the excise. 
It charges that the Internal Revenue 
Code does not provide for an excise 
tax on finance or carrying charges; 
that the definition of “price” in the 
law does not include finance or carry- 
ing charges; that state laws generally 
recognize that all “legitimate” types 
of credit charges are deductible from 
sales taxes, and that the government 
itself during the days of price control 
recognized carrying charges other 
than “legul rate of interest.” 

Moreover, JITC says, a retailer can- 
not possibly extend credit to a cus- 
tomer at the so-called legal rate of 
interest in most states, “because the 
cost of servicing credit accounts is 
far in excess of those rates.” 


Suggests new ruling 


The industry wants a new ruling, 
which would say that: a credit charge 
which (1) is based upon the unpaid 
balance and the length of time agreed 
upon for payment of that balance, 
and (2) is refundable in proportion to 
faster payment, “is considered a bona 
fide finance or carrying charge and 
may be excluded from the tax base.” 
The charge would either be shown 
separately on the invoice, or could be 
determined from the retailer’s records. 

The JITC contends that such a rul- 
ing would prevent a retailer from 
lowering the price of an article while 
offsetting it with higher carrying 
charges in order to reduce the tax. 
This would be prevented because 
the service charge would be refund- 
able in case of accelerated payment. 
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Government Says Many Swiss Watches Are ‘Adjusted’ 
And Must Pay Higher Duty; Importers Plan Court Test 


Washington, D. C_—American importers of Swiss watches and movements have 
announced that they will go to court “at the earliest possible time” to test 
the legality of a new ruling by the Treasury Department affecting import duties. 

The furor has arisen over a Treasury Department ruling, which it terms a 
“clarification,” concerning what constitutes a watch adjustment. 





Correction on Tax Ruling 


In last month’s issue (page 
192) it was erroneously stated 
that the Internal Revenue Ser- 
vice had issued ae ruling 
exempting jewelry and luggage 
from the retail excise tax, pro- 
viding the merchandise was to 
be used as “prizes for winners 
of games of skill and chance.” 

This ruling was NOT made by 
IRS. It was made in a District 
Court in the state of Wisconsin. 
IRS has indicated that it does 
not recognize the validity of 
such a ruling. Jewelers are there- 
fore advised to disregard it un- 
til the case is clarified. 











Retail Jewelers Market in Chicago 
Sells Out Main Hall in Fast Start 


The 144-booth Exhibition Hall of the 
Conrad Hilton Hotel has been sold out 
for the 1957 Retail Jewelers Market 
in Chicago to be held July 28 through 
August 1. 

Clarence Olsen, chairman of NJA’s 
Trade Show Committee, stated that 
more than 110 firms have signed up 
for exhibition space, topping last 
year’s busy mark. “Strong interest is 
being shown by firms who have not 
participated before in Chicago,” Olsen 
said. 

To accommodate firms still needing 
space, the hotel’s north hall is being 
prepared. Booth exhibits will be con- 
centrated on one floor. Incidentally, 
the hotel is installing a $3 million air- 
conditioning system which it expects 
to have ready in time for the Market. 

The exhibit office for the Retail 
Jewelers Market in Chicago is located 
at 812 Olive St., St. Louis. George E. 
Gayou is show manager. 


The 1930 tariff law imposes an ad- 
justment duty of 50 cents for each 
adjustment and until now few imports 
have been considered “adjusted.” 

But, under the new ruling scheduled 
to take effect by mid-year, many 
watches now admitted as “unadjusted” 
would be subject to an extra two- 
position duty of $1. This is because 
the Treasury Department now holds 
that any movement which is tested in 
more than one position and corrected 
to bring its daily rate within a toler- 
ance of 45 seconds, is “adjusted.” 


Importers protest 


Swiss Manufacturers and American 
importer-assemblers swiftly con- 
demned the action. 

Maurice Vaucher, president of the 
Swiss Federation of Watch Manufac- 
turers, declared that “The Swiss watch 
industry is shocked by the decision... 
which is a total reversal of established 
customs treatment accorded to Swiss 
watches for more than 15 years.” He 
went on to say that “it will only result 
in a shrinking of trade between Swit- 
zerland and the United States, but 
cannot substantially increase the sales 
or earning prospects of the domestic 
watch companies.” 

Samuel W. Anderson, president of 
the American Watch Association, 
stated: “It is most discouraging to 
see ... an action which can result 
only in great disruption and hardship 
to U. S. watch importers and their 
overseas suppliers, as well as injury 
to the American consumer. 

“From a practical standpoint the 
new regulation will greatly impair the 
ability of many Swiss watch manu- 
facturers to test their movements to 
the limits of accuracy which they 
believe the American consumer de- 
sires. We believe that the new inter- 
pretation constitutes, in effect, a re- 
writing of the 1930 statute, and 
therefore goes beyond the _ proper 
authority of the Executive Branch.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 





FIC Proposes New Guide 
For Jewelry Advertising 
And Quality Marking 


All sections of the industry got a 
preview late last month of the long- 
awaited trade practice rules covering 
most jewelry merchandise. 

The Federal Trade Commission sub- 
mitted its proposals on Feb. 21 in 
a 25-page pamphlet called Proposed 
Trade Practice Rules for the Jewelry 
Industry. Its 35 rules are intended 
to protect both the trade and the 
public against misleading labeling and 
advertising and other unfair practices. 

Manufacturers, importers, whole- 
salers and retailers will have a chance 
to tell the FTC what they think about 
the proposals at a hearing in New 
York on March 15. The session will 
start at 10 o’clock in the morning at 
the Biltmore Hotel. The FTC will 
also consider written objections or 
suggestions which reach its Washing- 
ton office by March 15. 

Actually, the Jewelers Vigilance 
Committee—which has worked closely 
with the Federal Trade Commission— 
expects few objections, since most of 
the rules are already in effect and 
have been found to be good. But the 
code is a milestone nonetheless, be- 
cause it puts a number of rules which 
had been separately written over a 
long period of years into a single 
package. 


Result of long battle 


The long fight by the vast ethical 
majority of the trade for a guide to 
ethical advertising and conduct dates 
back to June 5, 1929, when the Fed- 
eral Trade Commission met with the 
National Wholesale Jewelers Associa- 
tion to draw up the first set of rules. 
Since then there have been other con- 
ferences and sets of rules for various 
kinds of jewelry merchandise. Many 
of these rules overlapped and their 
very number was confusing. Now 
most of these rules are assembled into 
a single set—easier to file, easier to 
read, easier to apply than ever before. 

The proposed code incorporates 
previous rules for these sections of 
the trade: 

* Educational Jewelry Industry 

* Wholesale Jewelry Industry 

* Pearl, Cultured Pearl and Imita- 
tion Pearl Industry 

* Giftware Industry 
items). 

It also includes rules which had 
been pending for: 

* Use of the terms “gold,” “karat” 
and “solid” in describing articles or 
parts of articles which are solidly or 
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throughout an alloy of gold; 

* Low and Medium-Priced Jewelry 
Industry. 

(Rules for the latter have been in 
the works for a long time; they were 
proposed originally for costume 
jewelry, but bogged down over a 
definition of what’s meant by that 
term.) 

The code will not cover watches, 
watch cases and watch bands—at 
least to start with. Provisions for 
ethical marking, advertising and de- 
scribing this merchandise may be in- 
cluded later. 

The Jewelers Vigilance Committee 
hopes to see the new code require 
manufacturers to trademark all goods 
which are quality-marked. 


Mother's Day Group 
Asks Intense Promotion 
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The National Committee on the 
Observance of Mother’s Day contends 
that “retailers can make May a second 
Christmas.” 

The committee, a non-profit group 
now in its 16th year, has prepared a 
special kit for retailers, consisting of 
posters (see picture), streamers, coun- 
ter cards, badges for sales personnel, 
and other items. It is available from 
the committee, at 129 W. 30 St., New 
York 1, N. Y., at $6.95 plus 35 cents 
for handling charges. 


Elgin, Gorham, International 
Win 1956 Management Awards 


Elgin National Watch Co., the Gor- 
ham Co. and the International Silver 
Co. won the American Institute of 
Management’s rating of Excellent 
Management for 1956. 

Companies are rated by the Insti- 
tute on every function of management. 
They are studied from the point of 
view of their economic justification; 
treatment of shareowners, customers 
and the public; capital structure and 
evaluation of the executive team. 


Benrus Cancels Fair Trade 
In Wisconsin as Test Move 


New York—Benrus Watch Co., Inc., 
has lifted its fair trade restrictions in 
Wisconsin. This means that Wisconsin 
retailers are free to set their own 
retail prices for Benrus products. 

The company may abandon fair 
trade throughout the nation “if the 
consuming public as well as retail 
jewelers and other watch retailers 
react favorably” in the test state. 

Ben W. Heald, executive secretary 
of the Wisconsin Retail Jewelers As- 
sociation, stated that the Benrus action 
was the outgrowth of a complaint 
filed by his group with the Wisconsin 
State authorities on October 8, 1956. 


Lazrus explains 


S. Ralph Lazrus, chairman of the 
Benrus board, said that his company 
believed in fair trade. “Nonetheless,” 
he said, “we recognize that many im- 
portant changes have taken place in 
merchandising techniques within re- 
cent times . . . Retailers in the state 
have indicated to Benrus that jewelers 
would prefer-us to abandon our fair 
trade policy.” 

The move by Benrus seems to be 
in line with trends explained in the 
annual report of the Senate Small 
Business Committee. The report in- 
dicates that discount houses are “pos- 
ing more of a problem to fair-traders 
because of their general acceptance by 
the public.” Many manufacturers and 
retailers polled last year, agreed that 
a stronger fair trade law is needed “if 
fair trade programs are to be effec- 
tive.” 





CHARITY BEGINS: Coffee parties 
at the homes of state governors will 
be the jumping-off point of this 
year’s March of Dimes campaign. 
Universal’s Gold Coffeematic will 
be featured prominently in these 
affairs. Recently, the $50,000 show- 
piece was reported missing from 
Boston’s airport. The FBI was put 
on the track, and found it in a 
Hollywood, Fla., motel. An air- 
freight shipping clerk admitted 
trying to steal it. A coffee lover? 
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Boston Jewelers Glub Holds 69th Annual Banquet 


Nearly 700 jewelers and their 
guests gathered in the ballroom of 
the Hotel Statler on Feb. 2, for the 
69th annual banquet of the Boston 
Jewelers Club. 

As a souvenir, each received a 
Chelsea Clock Company’s ship-style 
barometer—highly prized by all re- 
cipients. 

Invocation was by Dr. John Nicol 
Mark, Minister Emeritus, First Con- 
gregational Church, Arlington, Mass., 
and the dinner was followed by five 
top entertainment features under the 
direction of James T. Kennedy, with 
the Karl Rhode Orchestra supplying 
the music. 

Guests were seated at two head 
tables, and included: Rear Adm. John 
A. Snackenberg, Commandant, First 
Naval District; Maj. Gen. William 
M. Morgan, Commander, Cambridge 


New Bulova Electric Razor 


To Be Sold Thru Jewelers 


Bulova Watch Co. will introduce its 
new electric razor to the public on 
March 25. The long-awaited entry into 
the electric shaver field will be mar- 
keted exclusively through authorized 
Bulova jewelers. 

Bulova engineers have worked on 
this product for three years. Unusual 
features include six high-speed, self- 
sharpening blades set against a special 
shearing plate to eliminate the neces- 
sity for holding the razor at a special 
angle to the face. They also provide, 
according to Bulova spokesmen, “a 
Shave as close or even closer than a 
safety razor.”’ 
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Air Force Research Center; Col. 
Charles B. McClelland, Commanding 
Officer, U. S. Army Garrison, Fort 
Devens, Mass.; Col. John A. McAlis- 
ter, Commanding Officer, Marine Bar- 
racks, Boston; Lieut. Col. R. G. 
Warga, Executive Officer, Marine 
Barracks, Boston; Capt. William A. 
Rapp, Personal Aide de Camp to the 
General; Lieut. James W. Martin, 
Personal Aide to the Admiral; First 
Lieut. George D. Greer, Aide to the 
Colonel; Dr. John \Nicol Mark; Ber- 
trand Gerstein, president, Canadian 
Jewelers Association; Harry R. Ger- 
ber, president, American National 
Retail Jewelers Association; Lester 
S. Wall, president, Jewelers Board of 
Trade: Howard H. Sweet, president, 
Manufacturing Jewelers & Silver- 
smiths of America; Theodore Goren- 
flo, Jr., president, National Whole- 


sale Jewelers Association; John Bal- 
lard, vice president, The 24 Karat 
Club of the City of New York; Alvin 
A. Lauschke, president, Chicago Jew- 
elers Association; James R. Kay, 
president, Massachusetts and Rhode 
Island Retail Jewelers Association; 
William Haggart, president, Provi- 
dence Jewelers Club; Earl C. Savoy, 
president, Boston Jewelers Bowling 
League; Peter M. Fahrendorf, presi- 
dent, JEWELERS’ CIRCULAR-KEYSTONE; 
and Harry J. Bromley, publisher, Na- 
tional Jeweler. 

Entertainment numbers included: 
Tokayer Troupe, Danish Daredevils; 
Dolly Barr, Tips on Taps; Hibbert 
Byrd and Larue, Dance Delineators; 
Dolores Perry, Lady of Song; and 
Roger Ray, direct from Las Vagas. 

Herbert L. Thomae, president of 
the Boston Jewelers Club, presided. 





A long-hair clipper for trimming 
mustaches and sideburns is located on 
the side of the razor and does not 
touch the skin during regular shaving. 

The new quiet electric shaver can be 
operated on AC or DC current. Avail- 
able in two colors (ivory or charcoal 
gray trimmed with gold), it will re- 
tail for $34.75. 


GE Makes ‘Borazon,’ Substance 
So Hard It Scratches Diamonds 


Schenectady, N. Y.—One of the 
General Electric researchers who made 
synthetic diamonds two years ago has 
come up with a new substance which 
may be better than diamonds—indus- 
trial diamonds, that is! 


Dr. Robert H. Wentorf put powdery 
boron nitride into a capsule the size of 
a pencil eraser, subjected it to enor- 
mous pressure (a million lbs. per 
Square inch) and produced a few 
grain-sized crystals that could scratch 
diamonds. They were gray, milk-white, 
black, brown, yellow or dark red cubes 
and could stand temperatures of more 
than 3500 degrees without burning. 
Diamond burns at 1600 degrees. 

They called the stuff Borazon, “bor” 
from boron and “azon” from “azo” 
which refers to nitrogen. Because 
Borazon’s melting point is so much 
higher, it may replace industrial dia- 
monds someday in core bits and abra- 
sive wheels. The equipment could be 
operated faster because of the greater 
durability of Borazon. 
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Minnesota RJA and Watchmen 
Hold Convention and Show 


The Minnesota Retail Jewelers As- 
sociation held its 53rd annual conven- 
tion, in conjunction with the Minne- 
sota Watchmakers Association, Feb. 
10 and 11, at the Nicollet Hotel, Min- 
neapolis. 

State representative Aubrey Dirlam 
discussed “Jewelers, Watchmakers 
and the Legislature” and Fred Nelson, 
of the Minnesota Bureau of Criminal 
Apprehension spoke about “Bad Check 
Artists” at luncheon. 

Joseph Bayard of Look told the 
business session about “Operation 
Cherub,” and Ed Wimmer, vice presi- 
dent of the National Association of 
Independent Business, also spoke. 


Elections held 


The Minnesota RJA named these 
new officers: Stanley S. Smith, mer- 
chandising manager of J. B. Hudson 
Co., Minneapolis, president; Don Elm- 
quist, vice president; Mathew Miltick, 
secretary, and Oscar Welander, trea- 
surer. Directors for 1957 are: John 
Schlen, William Hager, Ralph Sher- 
wood, John Kokkeler, Emil Webhler, 
John Welsh, Willis Norden, Arthur 
Jacobson, Barth Wangenstein and Tom 
Stafford. 
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New YorK — The annual dinner- 
meeting of the Associate Jewelers, 
Inc., was held on Jan. 24 at the 
Sherry-Netherland Hotel. 

The association is composed of 
manufacturers of gold and platinum 
jewelry in the Metropolitan New 
York area. It was formed in 1919. 

The 61 members present elected 
these officers: Julian Baden, of Baden 
& Foss Co., president; Ben Ross, of 
Ross Watch Case Corp., Ist vice 
president; J. Harold Kushner, of 
Kushner & Pines, Inec., 2nd vice 
president; Moe D. Fishman, of S. & 
D. Jewelry Mfg. Co., Inc., secretary, 
and Louis Flyer, of Flyer Bros., 
treasurer. 

Chosen as 


directors: Bernard 
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NEW LEADERSHIP: Pictured above are the newly elected officers and directors 
of the Diamond Council of America. They are (left to right): Myer B. Barr, head 
of executive committee and executive director of educational committee; Dr. Paul 
Storm, head of Earth Science Department of the University of Pennsylvania, 
DCA’s educational director; Mort Abelson, new president of DCA; William Wag- 
ner, executive director; Samuel Rivkin, vice president of Gramercy Advertising 
Agency, DCA’s newly-appointed public relations outlet, and Barnet Helzberg, 
chairman of the board of directors. 





Safety Award to Hamilton 


The Hamilton Watch Co. has been 
awarded the million-man-hour safety 
plaque of the Pennsylvania Manu- 
facturers’ Association. 

The award was presented to Arthur 
B. Sinkler, Hamilton president, by 
James F. Malone, Jr., association 
president. 

Hamilton employees were praised 
for completing 1,470,274 man-hours 
between July 23 and Nov. 24, 1956, 
without time lost by accidents. 


Associate Jewelers Elect Officers, Directors for 1957 
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Chalson, Jules Gerson, Jacques Jafka, 
Charles Koppel, Alvin Orgel, Herman 
Ostrin; Henry Peterson, David Sar- 
kin, Philip Skalet, Alan Tenen and 
Elliott Wasley. 

President Baden reported on the 
association’s 1956 activities, stressing 
negotiation of a labor contract valid 
from Oct. 1, 1956 to Jan. 31, 1960. 
The Labor Committee of the As- 
sociate Jewelers and representatives 
of the Jewelry Crafts Association, 
acting together as the Manufacturing 
Jewelers Council of New York, work- 
ed out the settlement. 

Tobias N. Berger, general counsel 
of the group, spoke on labor-manage- 
ment relations and received praise 
for his work. 


Jeweled-Lever Accuracy Stressed 
In Coming ‘Watch Inspection Time’ 


“With the approach of ‘Watch 
Inspection Time’ the full meaning of 
jeweled-lever accuracy —a familiar 
story to jewelers and watchmakers— 
can be brought home most appro- 
priately to consumers.” 

So say the Watchmakers of 
Switzerland, in preparation for the 
coming national promotion, Watch 
Inspection Time. 


re 

To point up the story of the 
jeweled-lever watch, a series of micro- 
photographs has been issued, such 
as the one seen above. The picture 
shows a jeweled-lever and escape- 
ment wheel taken from a Swiss watch 
that has run continually (except 
for cleaning and lubrication) for 10 
years. During that decade, the escape- 
ment wheel has turned completely 
around more than 165 million times, 
and the jewels of the forked lever 
have engaged the teeth of the wheel 
more than one and a half billion 
times. Yet the original surfaces of the 
jewels remain intact. 

Explaining such matters to con- 
sumers, say the Watchmakers of 
Switzerland, is one way to create 
customer confidence in jeweled-lever 
watches and in the jeweler as the 
one place where such timepieces can 
be properly serviced. 
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New York—tThe sixteenth Jewelry 
Store Management and Merchandising 
Course distributed diplomas and keys 
to 25 graduating jewelers on Jan. 28. 

The course is given semi-annually 
by the Joseph Bulova School of Watch- 
making and the New York University 
School of Retailing. The trainees, all 
jewelers, studied under a faculty of 
eight NYU professors and some 36 
prominent retailers. 

Graduates were: (left to right, top 
row) James B. Schumaker, Kalama- 
zoo, Mich.; Norman R. Clark, Salis- 
bury, N. C.; George W. Broyles, South 
Charleston, W. Va.; Harley B. Britton, 
Cincinnati; Edwin J. Rose, Salina, 
Kans.; Thomas Mitchell, Toronto, Can- 
ada; Jerry Cundiff, Jr., Walla Walla, 
Wash.; George D. Love, Port Arthur, 
Canada; Con W. Conrad, Honolulu, 
Hawaii: 

(Middle row, left to right) Stanley 
Ginsberg, Cedar Rapids, Ia.; Daniel 
Nieburg, Norfolk, Va.; Harold Katz, 
Alexandria, La.; Howard M. Stellar, 
Milwaukee; Donald L. Casavant, Far- 
go, N. D.; Leon H. Friedson, San An- 
tonio; Lanny W. Murrell, Amite, La.; 
Walter O. Kullberg, Elkhorn, Wis.; 
Charles C. Hicks, Chico, Calif.: 








Donald Busch, manager of Busch 
Jewelers, Rockford, Ill., became a 
proud father for the third time, he 
spread the news. He inserted in the 
bottom of his large, electric sign 
at State and Main Streets, the 
message: “Hurrah, It Is a Boy— 
Mitchell Herman Busch.” 
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It’s Graduation Time at Bulova-NYU Course for Jewelers 


(Bottom row, left to right) Luther 
M. Becker, Tazewell, Va.; Richard J. 
Haldeman, Troy, N. Y.; Mrs. Violet 
Stone, Baton Rouge, La.; Mrs. Bar- 
bara M. Heed, Cleveland, Tenn.; Mrs. 
Sybil Black, San Antonio; Thomas S. 
Fox, Grand Rapids, Mich., and Robert 
Cohen, Trenton, N. J. 


41st Annual Review of Silver 
Published by Handy & Harmon 


“In 1956 stability again character- 
ized the silver market. Silver laws in 
the United States governing the pur- 
chase and sale of silver by the Trea- 
sury Department provided the main 
reason for the narrow range of price 
fluctuations.” 

So beerins the 41st Annual Review 
of the Silver Market, published by 
Handy & Harmon. 

The 23-page booklet pictures the 
world’s silver production and consump- 
tion. Among its interesting facts: 
world consumption of silver in 1956 
is estimated at 260,400,000 ounces, up 
17 per cent from 1955. World produc- 
tion is estimated at 230,000,000 ounces, 
a four per cent gain over 1955. Indus- 
trial uses of silver accounted for over 
half of the 100 million ounces con- 
sumed in the U. S. last year, offsetting 
less demand from makers of sterling 
and plated ware. 

“Handy & Harmon believes that so 
long as United States silver laws and 
policy remain unchanged, it seems 
probable that the silver market will 
continue in the pattern of the year 
just ended.” 


Platinum Prices Cut by Baker 


Platinum prices have been reduced 
$10 an ounce in retail lots and $11 an 
ounce in bulk quantities by Baker & 
Co., a leading refiner. 

The new prices are: $95 an ounce in 
small lots (down from $105, after a $4 
cut on Jan. 21 and a $6 cut on March 
1); $92 an ounce in bulk (down from 
$103, after a $5 cut on Jan. 21 and a $6 
cut on March 1). 

Heavy offerings from Russia were 
behind the substantial drop in price 
for the precious white metal. 












Jewelers Board of Trade 
Elects Directors, Officers 


Providence — Gerald Rosenberger, 
Max E. Meller, C. E. Ireland and Wal- 
lace W. Harwood were elected to the 
board of directors of the Jewelers 
Board of Trade at the organization’s 
73rd annual meeting Jan. 27. 

Rosenberger is president of Coro, 
Inc.; Meller is president and treasurer 
of Adolf Meller Co., Inc.; Ireland is 
assistant secretary, assistant treas- 
urer and general credit manager of 
Hamilton Watch Co., and Harwood is 
vice president, secretary and treas- 
urer of Schless-Harwood Co., Inc. 

During the meeting, reports on the 
Board’s activities during the past year 
were given by Lester S. Wali, presi- 
dent, and Vincent F. Chapman, secre- 
tary. 

Wall reported that the group’s ser- 
vices show constantly growing usage. 
He cited particularly the activities of 
the adjustment department and its 
credit committees, in aiding members 
of the trade who are caught in honest 
financial difficulty. 

Chapman’s report showed that the 
credit reporting department received 
73,880 inquiries during 1956. 


Directors meet, elect officers 


The 30-man board of directors of 
the Jewelers Board of Trade met on 
Feb. 15, and chose new officers for 
1957. 

William E. Smith, of Irons & Rus- 
sell Co., Inc., Providence, was elected 
president. 

W. Waters Schwab, of J. R. Wood 
& Sons, Inc., is the new 1st vice presi- 
dent. Edson W. Sawyer, of Improved 
Seamless Wire Co., is 2nd vice presi- 
dent. 

Horace M. Peck, treasurer, and Vin- 
cent F. Chapman, secretary and assis- 
tant treasurer, were re-elected. Ed- 
ward A. Henry and Stewart W. 
Stolworthy were chosen as assistant 
treasurers. 





Pennsylvania Jewelers Groups 
Merge, Plan April Convention 


The Pennsylvania RJA and the RJA 
of Western Pennsylvania have merged 
into one state-wide organization. The 
new group will be known as the Penn- 
sylvania Retail Jewelers Association, 
with headquarters in Pittsburgh. 

Herman M. Hollander, executive 
secretary of the Western group since 
1939, will continue in the same capac- 
ity with the new organization. 

The Pennsylvania RJA will hold its 
annual convention April 28 and 29 at 
the Berkshire Hotel, Reading. 
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Waltham to Resume Production 
Of Watches; Office in N. Y. C. 


Waltham, Mass. — The Waltham 
Watch Company has announced that 
it is resuming the production of 
watches bearing its name. The re- 
newed activity will begin by April 1. 

Joseph Axler, Waltham president 
who took office when a new group 
gained control of the firm last Octo- 
ber, said that the move is aimed at 
rebuilding the watch trade which the 
company abandoned some years ago. 

In recent years, Waltham has been 
engaged in the production of aircraft 
clocks and precision instruments. 

The management announced its 
plans to assemble foreign movements, 
with the intention of distributing over 
200,000 Waltham - assembled move- 
ments annually. An unspecified num- 
ber of additional workers will be hired 
by Waltham for the task. 

As part of the new plan, Waltham’s 
watch division has moved its sales and 
executive offices to New York. 
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Small Business Administration 
Will Try to Become Permanent 


The Small Business Administra- 
tion, formed originally as a tempo- 
rary agency, is going to try to get 
Congress to make it a permanent 
Washington fixture. 

The agency is also going to ask 
Congress for a large increase in 
funds to expand its operations, ac- 
cording to SBA officials. 

The drive for permanent status for 
the SBA will be made this year when 
Congress considers extending the 
agency beyond its June 30 expiration 
date. Several Congressmen have al- 
ready expressed approval of the idea. 

Retailers in particular have been 
calling on SBA for help in getting 
loans this past year because of the 
tight money situation. 

SBA will ask Congress for an in- 
crease in its revolving loan fund, and 
also for a large hike in operating 
funds in order to expand its field offices 
and speed up loan operations, the 
agency says. 


Davidson Re-elected by Jewelry Crafts 


Association 
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New York—The Jewelry Crafts As- 
sociation held its annual dinner-meet- 
ing Jan. 31 at the Sherry-Netherland 
Hotel. 

The association consists of manu- 
facturers of gold, platinum and dia- 
mond jewelry in the New York area. 

Sydney C. Davidson, of Davidson & 
Sons Jewelry Co., Inc., was re-elected 
president of the group. Emil V. Lut- 
ringer, of Lutringer & Co., Inc., was 
chosen 1st vice president; Arthur M. 
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Buxbaum, of B. F. Hirsch, Inc., is the 
new 2nd vice president, and Martin 
E. Untermeyer, of Untermeyer, Rob- 
bins & Co., was chosen treasurer. 

Re-elected to the board of directors, 
in addition to the above-named officers, 
were: Barnett Esh, of Kaspar & Esh, 
Inc., and Saul Plosky, of Corbett & 
Bertolone, Inc. 

Abraham Blumstein, of Lucien Pic- 
card Watch Corp., was the new mem- 
ber chosen to serve on the board. 








———— 


IRS Rules on Application of 
Excise Tax to Trading Stamps 


Washington, D. C.—To date, the 
Internal Revenue Service has made 
only one ruling on the excise tax and 
its relation to trading stamps. 

The ruling was made in a case where 
customers were given “points” rather 
than stamps, and the points could be 
redeemed as part-payment for mer- 
chandise. 

IRS ruled that excise tax must be 
paid on the value of the points or 
trading stamps, plus the value of any 
additional cash paid for the merchan- 
dise involved. (For example, if a cus- 
tomer turns in $3.00 worth of trading 
stamps plus $3.00 in cash for a $6.00 
item, the tax must be paid on the full 
$6.) 

In the case of stamps which do not 
have any stated cash value, a “reason- 
able cash value” should be given to 
them for redemption purposes, or the 
tax may be paid on the normal retail 
price of the merchandise being given 
as a “premium.” 








Henry B. Fried, JC-K’s horo- 
logical consultant and colum- 
nist, recently appeared on 
two television shows, dis- 
cussing the history of the 
American horological indus- 
try. Fried used 20 clocks and 
watches to illustrate his talk, 
some of them going back to 
Revolutionary War days. 
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Traub Manufacturing Co. Buys 
Schumer Bros. Co. of Cincinnati 


Detroit, Mich—The Traub Manu- 
facturing Co. of this city, maker of 
Orange Blossom engagement and 
wedding rings, has announced its 
purchase of the Cincinnati, Ohio firm 
of Schumer Bros. Co. 


The Schumer concern has been 
manufacturing diamond rings and 
Masonic rings for 40 years. 

The announcement was made by 
E. A. Bross, Traub president. 

The acquisition of Schumer by 
Traub will make the Schumer line 
available on a national basis for the 
first time. 

Despite the change in ownership, 
the Schumer plant will continue to 
run on an independent basis. 


Reynolds Associates, Speidel 
Distributor, Changes Name 


Los Angeles, Calif—Reynolds As- 
sociates, an affiliate organization of 
the E. W. Reynolds Co., has changed 
its name to the Calan Co. Announce- 
ment of the change came from Walter 
H. Butler, President of E. W. Reynolds. 


Reynolds Associates has been ex- 
clusive distributor for Speidel products 
in California, Arizona and Nevada. 
The new firm will continue in this 
capacity. Calan Co. has its main offices 
in Suite 1312, Pershing Square Build- 
ing, Los Angeles. 

The change was designed to provide 
better service to retail jewelers in the 
three-state area serviced by the firm. 
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Progress of ‘Jewel House’ 
Noted in Speech by Pattee 


Minneapolis, Minn.—Lloyd G. Pat- 
tee, president of the “Jewel House,” 
recently presented a summary of the 
group’s history and accomplishments. 
The occasion was the wind-up of the 
group’s 1956 “$25,000 Prize Give- 
Away,” a special holiday promotion. 

The Jewel House is a cooperative 
buying and merchandising organiza- 
tion in the retail jewelry industry, 
operating throughout the upper mid- 
west, mountain and Pacific northwest 
areas. 

In his review, Pattee stressed the 
Jewel House’s growth from 297 mem- 
ber-jJewelers a year and a half ago 
to 547 member-jewelers today; he 
called it “the first and largest suc- 
cessful buying and selling group in 
the history of the jewelry industry.” 

Pattee emphasized that the huge 
buying and advertising ability of an 
organization as large as the Jewel 
House helps the individual retail 
jeweler to combat the rapidly grow- 
ing non-jewelry-store competition. 


System of Getting Statistics 
On Marriage to Be Improved 


Washington, D. C.—The U. S. Public 
Health Service, in cooperation with 
29 states and four territories, is going 
to improve its system of collecting 
marriage statistics. Health Service 
officials say the new system will make 
it easier to obtain facts about the 
formation of new families, which is 
important data for merchants. 

Inder the plan, the participating 
states and territories will maintain 
central files of marriage records by 
securing regular reports from local 
officials. Marriage statistics will then 
be gathered in similar fashion to 
national figures on births and deaths. 


Booklet Explains Fair Trade 


Washington, D. C.—The U. S. Com- 
merce Department has published a 
new discussion of the pros and cons 
of fair trade, its history and legal 
status, as an aid to retailers. 

The booklet, “The Fair Trade 
Laws” (Business Service Bulletin 
No. BSB-183), is not a substitute for 
professional advice, but simply at- 
tempts to explain the complicated fair 
trade picture. 

It is available for 10 cents from 
the U. S. Department of Commerce, 
Washington 25, D. C., and all Depart- 
ment field offices. 
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Jacoby-Bender Holds Annual Sales Conference in New York 
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ALL SALES AND ADVERTISING EXECUTIVES of Jacoby-Bender, Inc., were 
present at the firm’s recent sales meeting in New York. With their salesmen, 
they discussed the company’s marketing policies and future activities. Shown 
above are: (standing, Il. to r.) Bob Groya; Leonard Kantor; Westley Bryson; 
Donald Appleby; Jack Jacobson; Harold Reiss and Paul Almo; (sitting, 1. to r.) 
Leonard Klaver; Bob Siegal; Bernard Kantor; Dave Kay; Max Jacoby; Jerry 


Hahn; Irving Berk, and Bernard Zell. 





D. Sarkin Unveils ‘Lifesaver’ Program at Sales Meeting 
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HELP FOR RETAILER: David Sarkin, Inc., manufacturer of Kin-Lock and 
Tru-So diamond rings, held its annual sales meeting recently at the Sherry 
Netherland Hotel, New York. During the meeting, David Sarkin, president of 
the firm, outlined a new plan for helping retail jewelers at the local level with 
an extensive advertising, promotional and merchandising program. Sam Gorman, 
sales manager, said: “Our Lifesaver program could be the answer to every 
jeweler’s problem of offsetting competition from other sources.” 
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U. $. Time Corporation Holds Annual Sales Meeting 
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NATIONAL SALES ORGANIZATION of Timex recently held its annual meet- 
ing at the Warwick Hotel in New York City. The firm’s 1957 sales campaign 
was planned and an expanded line of watches and electric clocks was shown. 
Seen above are: (back row, left to right) Harry Reinl; Joseph Finch; Michael 
Murphy; Simon Reynolds; Mary Ellen Church: Robert Morh; Mel Winn; Robert 
Houghton; Edward Daly; Frank Groves; Dave Swan: Norman Gilbert; Fred 
Nelson; Kenneth Imy; John Carey; Arthur Shea; Robert Moir; William Berigan; 
Rav Purdom: Edward Almstedt and Arthur Rohde. (Front row, left to right) 
Marion Carver: Delphine Scala; Carl Sinovic; William Shine; Herbert Wile; 
Richard Read: Earl Nall; John Hamilton, and Turner Leathers. 
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FESTIVE OCCASION: Over 200 members of the J. R. Wood & Sons executive, 
office and factory staff attended the company’s annual Christmas party, held last 
December at the Hotel Commodore in New York City. A lavish banquet, fol- 
lowed by entertainment and dancing, provided a full evening’s enjoyment for 
the guests. Several employees were commended for length of service by 
W. Waters Schwab, President. Most noteworthy was Herman Diemer, who has 
62 years of service with J. R. Wood & Sons. 


Blum Takes Bulova ‘Salesman of the Year’ Award 
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WINNERS ALL: Above, John H. Ballard (second from left), president of Bulova 
Watch Co., presents awards of company stock to three top salesmen in Bulova’s 
annual “Salesman of the Year” contest. Shown acknowledging their awards are 
Ralph E. Patterson, third prize winner (left); Morrey Blum, first prize winner, 
who also received a scroll for his achievements (third from left), and Leonard 
R. Lees, second prize winner. 


A. Cohen 8 Sons Holds Annual Sales Meeting 
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FESTIVE WIND-UP: A gala dinner was held for the entire sales force of A. 
Cohen & Sons (seen above) recently at the Sheraton Astor Hotel in New York 
City. The banquet was the conclusion of a five-day sales meeting, during which 
the firm’s sales and advertising campaigns for the coming year were outlined. 


FOR MARCH, 1957 





Precious and 
Semi-precious 


STONES 


Cat's eyes 
Rubies 
Aquamarines 
Amethyst 
Turquoise 


RINGS 
Precious Stones 


in appealing mountings 
for ladies and gentlemen 
Memo selections sent promptly 


Star Sapphires 
Emeralds 
Sapphires 
Peridot 

Jade 


Allan Caplan 


2 West 46th St. 


New York 36, N. Y. 
Plaza 7-1560 
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DON’T 
FORGET 





EASTER SEALS 


National Society 
for 
Crippled Children and Adults 


11 So. LaSalle 
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Sweeping the Country 

FANTASTIC SALES 

1% REPORTED 
P.T 


(KEYSTONE) 


HIGH SCHOOL 
FRIENDSHIP RING 


@ Sterling silver 


ALL HIGH —® Scions “more 
Place for 


SCHOOL COLORS ° engraving 


A natural for promotion minded jewelry 
stores . . . Send for sample. Patented, Beau- 
tiful heavy weight ... Mats free... 3 
dozen minimum .. . Proven success. 
Distributed solely by 


GAINSBORO OF BOSTON 


1330 "'A'* Beacon St. Brookline 46, Mass. 
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WORKING 
CAPITAL 
FINANCING 


CREDIT 
JEWELERS 


* 


* 


JEWELERS 
ACCEPTANCE CORP. 


” 60 East 56th St., N.Y. 22, N.Y. 
PL 4-1177 
Te 
IN CHARGE OF 
EW 


N | 
BUSINESS 


* 


@ BUY 
FOR CASH 
@ DISCOUNT 
TRADE DEBT 
@ EXPAND 
YOUR SALES VOLUME 
@ ACQUIRE 
NEW STORE 
UNITS. 








BALANCED FINANCING 


DODO G OOOH GO HOSHOHGOODOHOSOSODS 
OLD MINE DIAMONDS and 
Broken Stones Bought 
Re-cutting for the Trade 








We specialize in stones !/5 ct. 
to 2 ct. all shapes 
You make more profit because 
you buy “DIRECT” 

We ship to you on 
memorandum only! 


"You pay only when you sell.” 
BANKING REFERENCES UPON REQUEST. 


JACK BLAUWEISS 
ae York 36, N. Y. 








22 W. 48 St. 
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A. H. Pond Launches Keepsake Campaign at Sales Meeting 
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GET READY, GET-SET, GO!: The Spring campaign for Keepsake diamond rings 


was officially launched at the recent sales meeting of A. H. Pond Co. in Syracuse, 
N. Y. Seen in attendance were (front row, left to right) Jim Benson, Arden Long- 


| croft, Charlie Drake, Art Greene, Bill Conklin (Flack Advertising Agency presi- 
_ dent), Roland B. Pond (vice president of A. H. Pond), Robert A. Pond (president), 


Bob Beadel (vice president of Pond), Al Doolittle (advertising manager for 
Pond), Frank Toles; Doyle Welch and Alex Kopstein. (Second row, left to right) 
J. W. Fitspatrick, Harry Sklar, Jerry Greene, Don Chaddick, John Cochrane, Roy 
Gould, Herbe Perlin, Curtis Petty, George Trammell, Wayne Bloomberg, Bob 
Erickson, W. F. McCulloh, Warren Parsons, Warren Terwilliger (production 
department) and Sam Solitt. (Third row, left to right) Al Morse, Claude Bur- 


| right, Charles Miller, Dick Davis (treasurer), Fred Meinen, Burr Reed, Herald 


Hughes, Clare Hecht, Bob Jenks, Howard Peyton, Tony Mangan, Don Wilfong, 
Harold Warner and George Gallup. Bill Bloom was absent. 





eeting in New York 


Jan. 11 at the Park-Sheraton Hotel in New York. Jack R. Sorti, executive vice 
president; Jules Hockman, vice president in charge of sales, and Sy Rosen, vice 
president in charge of advertising and merchandising, presided. New styles in 


_ the Size-O-Matic line were shown, including an unusually thin stainless band and 
| a diamond-like ladies’ band. A new line of men’s jewelry, known as “Replicas in 


the 14 Karat Gold Tradition” was also displayed. 
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“ACTION IN ’57” was the theme of the Traub Manufacturing Co.’s 100th semi- 
annual sales meeting, held recently in Detroit. Shown above are (left to right): 
(seated) Stan Brause; Harold Loughmiller; Frank H. Smith, sales manager; 


_ Clarence W. Smith, executive vice president; C. A. Bross, secretary; Ted Pomeroy 


and Andrew Edwards, all of whom outlined the 1957 sales campaign. (Back row) 
Howard C. Rhea, Thomas C. Smith, A. H. Kaiser, Charles Minter, Dexter 
McCloughan, Robert A. Johnson, John W. Stevens, Eugene Whitehead, Robert 
Grise, George V. Kane, Robert Dyskant, Howard Baker and Harry E. Wolf, all 
regional sales managers. 
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NEW TIMERS: The 1957 executive committee of the Horological Society of New 
York was chosen Feb. 4. At the same meeting, Richard W. Slaugh, head watch- 
maker of Hamilton Watch Co., discussed his firm’s new electric watch. He told 
how its technical features would probably affect the horological industry. Shown 
here are the new executive committeemen: (seated, left to right) Felix Klein, vice 
president and executive secretary; I. Leimer, trustee; Henry Morriss, trustee, 
and Jean P. Savary, president. (Standing, left to right) Samuel Worsley, ser- 


geant-at-arms; Frank Knoll, treasurer; Ben Matz, editor of “The Loupe;” Sey- | 
mour Greenleaf, Jules Durlacher, Harold Rapp, David Protas, Justin Mandelbaum, | 


Sam Greenglass and Louis Gluck. 


The Golden Circle Club met Jan. 21 
at the Netherland Club to elect of- 
ficers for the new year. They are: 
Herman Ostrin, president; Louis 
Waldman, vice president; George 
Kramer, treasurer; Seymour Reich, 
secretary; Carl Avner, financial sec- 
retary, and Joseph Frier, Jr., ser- 
geant-at-arms. Hyman J. Barshay, 
Kings County court judge, installed 
them in an impressive ceremony. 


The Watchmakers Association of New 
Jersey met Feb. 12 at the Irvington 
House, Irvington, N. J., and discussed 
what prices watchmen should receive 
for various jobs. A sound film com- 
pleted the program. 


George Kramer, manufacturers’ rep- 
resentative, has moved to more mod- 
ern quarters in the same building at 
580 Fifth Ave. Kramer represents 
Semca Clock Co., French Jewelry Co. 
and other manufacturers. 


Henry Lambert, vice president of 
Lambert Bros. Jewelers, has been 
elected president of the Manhattan 
Council of the Boy Scouts of America. 
Lambert has been active in Scout 
activities for many years. He is now 
serving as Chairman of the Manhat- 
tan Community Campaign of the 
Scouts’ 1957 Fund Drive. 


Walter S. Arnstein, specialist in pre- 
cious and semi-precious stones and 
representative for Walderite, has 
moved into new offices at 1 W. 47th St. 


FOR MARCH, 1957 


The New York Jewelers Benevolent 
Association met Feb. 12 at Adelphi 
Hall, 74 Fifth Ave. A short business 
meeting was followed by entertain- 
ment. The association’s membership 
now exceeds 500, but the group wel- 
comes new applications from jewelers. 


Belle Kogan Associates, industrial de- 
signers in the home furnishings field, 
have moved their quarters to 145 
East 35 St. 


Barney Marks, who has been in the 
merchandising division and promotion 
department of the National Silver Co. 
for the past 14 years, has retired. 


Jerome L. (Jerry) Grant, formerly a 
Flex-Let vice president, has been ap- 
pointed special representative to the 
watch trade by Ostrin Co., Inc., New 
Jersey watch case manufacturers. 


Jabel Ring Mfg. Co. has moved to 
its new, modern building at 365 Coit 
St., Irvington, N. J. 


Murray Siegel, president of Siegel 
Jewelry Co., has left on a seven-week 
trip to South America. 


Bernard Landau, importer of precious 
stones, recently left with his wife for 
a four-month trip to the Orient. 


Samuel J. Kaufman, president of 
Semea Clock Co., has left New York 
for a tour of Germany, France and 
Switzerland. There, he will complete 
the selection of the 1957 Semca line. 





NECKLACES and EARRINGS 
at attractive prices 
2) 
JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N 

















DIAMONDS 


Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 


36 W. 47 St,, N.Y. 36, N.Y. 
Plaza 7-2546 























NOW FOR 1957 
REDUCED PRICES 
No. [ik Sheepskin mo- 
rocco grained leather 
cases, black, brown, 
blue, green, tan for Swiss 
and Waltham Clocks. 
Immediate Delivery 
Dealers $2.50 
ARISTO IMPORT CO., INC. 
630 5th Ave., New York 20, N. Y. 














ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 

















Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Pantary of Jewels 


18-20 W. Sist St., New York 1, N. Y. 
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|OGA-QUEEN OF GEMS * TOGA-QUEEN OF GEMS 


No. 522... 80 new . 80 sparklingly 
different . . Exquisitely designed clip ear- 
rings in 14 Kt. white Gold with Cultured 
Pearls and Diamonds. 


from the extensive collection 
of Cultured Pearl Jewelry 
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LOUIS F. 
GUINESS, INC. 


o 
CREATORS OF 
INTEGRITY DIAMOND RINGS 
; bd 
373 WASHINGTON ST 
BOSTON 8, MASS 





NEW 150 PC. MOTHER'S DAY 
WINDOW DISPLAY KIT 


complete, only $5.50 (plus postage) 
You get TWO tixt4” easeled display cards, THREE 
8x28” streamers, THREE 8x i2” pennants, SIX dia- 
mond shaped pennants, SIX 4x 12” window strips, EIGH- 
TEEN Mother's Day | apel reminder badges, ONE HUN- 
DRED (100) price tickets, PLUS 12 PINK CARNATIONS 
to decorate windows. 


EDWIN FREED, INC., 14 WEST 23 ST., W. Y. 10 
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NEW 


Volupte, Inc, manufacturer of com- 
pacts and costume jewelry in Linden, 
N. J., was purchased recently by 
Shields, Inc., of Attleboro. George 


| Rosenberg, president of Shields, has 
| assumed presidency of Volupte, whose 
| activities will continue in Linden. The 


purchase is part of a general diversi- 


| fication by Shields. 


| The Manufacturing Jewelers & Silver- 
smiths of America is sending ques- 
| tionnaires to the trade for its 1957 


wage survey. The results will prob- 
ably be available in May. 


New England Guild of the AGS met 
at the Boston Museum of Science on 


| Feb. 14. L. Buffum, guest speaker, 
| demonstrated and lectured on cyclo- 
| tron-treated diamonds. 


Horological Society of Massachusetts 


will meet March 19 at the Waltham 
Watch Co.’s cafeteria. It will be 
“Hamilton Night.” Richard Slaugh, 
Hamilton’s head watchmaker and 
president of the Horological Institute 
of America, will speak. 


| Officers and directors of the Diamond 
| Peacock Club met Feb 2 and mapped 


plans for the group’s 12th annual din- 
ner-dance, scheduled for the Hotel 
Somerset, Boston, April 27. 


Eugene Sanger, retired president of 
Sanger & Co., Boston, celebrated his 
92nd birthday Jan. 31. He was given 
a surprise party at the Hotel Tou- 
raine. In photograph, Sanger (right) 


is being congratulated by his former 
partner and successor, Thomas Wil- 
son. 


Archibald Rodger, of the Thomas 
Long Co., Boston, retired Jan 31, 
after 52 years with the firm He was 
given a farewell luncheon by his as- 
sociates. 


Paul Lifset, formerly with N. I. Good- 


ENGLAND 


man, Inc., is now representing the 
Mido Watch Co. in New England, and 
is carrying a line of diamond settings 
from Granat Bros. of Los Angeles. 
He has set up headquarters in Rooms 
904-905 Jewelers Building, Boston. 


Allan Turover, just out of college, is 
the new Massachusetts salesman for 
Travis & Farber Co. of Boston. 


Philip Webber, New England sales- 
man for Mahar & Engstrom, Boston, 
is back on the road after several 
weeks in the hospital. 


Marvin Swardlick, formerly with Hud- 
son Jewelers, is now selling for the 
Mendelsohn & Terban concern, Boston. 


Elmer Harrison, New England repre- 
sentative of J. R. Wood & Sons, Inc., 
of New York, has retired. R. C. 
Gaines has taken over his New En- 
gland territory. 


Earl Sederquist is now covering 
Maine, New Hampshire and Vermont 
for I. Alberts’ Sons Co., Boston. 


NEW STORES, OWNERS, 


LOCATIONS 


Firestone & Parson, formerly 344 
Boylston St, Boston, now in Ritz-Carl- 
ton Hotel. 


Kennard & Co., formerly in Ritz- 
Carlton Hotel, Boston, now on second 
floor of Jordan Marsh Co., Boston. 


Silversmith’s Shop planning to open 
a second store at 342 Boylston St., 
Boston, this month. 


Donald V. Holt has opened a new jew- 
elry store at 139 Brighton Ave., Alls- 
ton, Mass. 


Malbon Jewelers, of Stoughton, Mass., 
opened a new store in Rockland, Mass. 


Joseph Gomez, jeweler of Holyoke, 
Mass., opened his newly-renovated 
store Feb. 14. 


Albert Aaron and his associates have 
taken over management of Cooper 
Jewelry Co., E. Hartford, Conn., and 
changed the name to Albert Jewelers. 


R. W. “Bob” Lantz, of Keene, N. H., 


has purchased the store of Walter H. 
Rolf and is operating there. 
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Jewels Sparkle in Unusual Scale Model of St. Louis Bank 


A GEM OF A MODEL: In celebration of the opening of the new Brentwood Bank 
building in St. Louis, Mo., craftsmen of the Mermod-Jaccard-King Jewelry Co. 
created a remarkable scale model of the new building. The model, made com- 
pletely by hand, contained 7645 diamonds, rubies and sapphires. In accompanying 
photograph, bank officials and Stan Musial, famous baseball player of the St. 
Louis Cardinals, view the remarkable model, the value of which is estimated at 


$500,000. 


Peter Burgio, jeweler of Forest Park, 
Ill., has moved to new and larger 
quarters at 7520 Madison St. Prior 
to establishing his own business, 
Burgio was instructor and dean of 
the Chicago Institute of Watch Mak- 
ing for some time. 


E. W. Parker, Inc., jewelry firm of 
Madison, Wis., is celebrating its 100th 
anniversary this year. The present 
store was built in 1917 by E. W. 
Parker, and has been run since his 
death by his daughter and her son. 
The History of Dane County, pub- 
lished in 1857, cites the founding of 
a jewelry store in that year on East 
Main Street, and the Parker family 
traces the firm’s history from then. 


The controlling stock of Imig Jewelry, 
Inc., of Sheboygan, Wis., has been 
purchased by Kenneth M. Garrison 
of Minneapolis, Minn. The Imig store 
was established in 1872; it is one of 
the oldest stores in Wisconsin. Gar- 
rison took over management and full 
control on January 1. 


Senn & Neuer Jewelers, Toledo, has 
been purchased by Ralph Pertcheck. 
The new owner, who has been presi- 
dent of the Toledo Watchmakers Guild 
for the past six years, will specialize 
in watch and jewelry repair. 


New officers of the Toledo Ohio Jew- 
elers Association were installed Feb. 
7 at a dinner held in the Northwood 
Inn. They include: William Osterman, 
president; August Neumann, Jr., vice 
president; Jerry Silverblatt, secre- 
tary, and Robert Armstrong, treas. 
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Rudolph Schindler, of Schindler’s jew- | 
elry, Sioux City, Ia., was elected presi- | 
dent of the local Retail Jewelers Guild 


recently. Schindler was winner of the 
Brand Names Foundation national 
award in 1952. Other new officers 
elected are: Thorpe Clark, vice presi- 
dent, and David Levin, secretary. 


The Waichmakers Association of In- 
diana is sponsoring a bill, now before 
the state legislature, to increase the 
watchmaker’s annua! license fee from 
$6 to $12. The measure is designed 
to give the Indiana State Board of 
Examiners in Watch Repairing some 
much-needed additional revenue. Di- 
rectors of the Indiana Jewelers Asso- 
ciation have voted to “endorse and 
support” the watchmakers’ bill. 


A. R. Christian, of Ray Christian Jew- 
elers, Topeka, Kans., has been elected 
chairman of the Topeka Chamber of 
Commerce’s retail merchants’ division. 


Directors of the Eisenstadt Mfg. Co., 
St. Louis, have elected the following 
officers for the year: James H. Hetzel, 
chairman and treasurer; Jack E. 
Krueger, president; Henry W. Freu- 
denstein, executive vice president; 
Marvin A. Stuhlmann, secretary and 
assistant treasurer, and Roy W. Von 
Behren, director. 


Miller’s Select Jewelry, Inc., the new- 
est jewelry store in Bismarck, N. D., 
was opened recently. It is located 
on the balcony of the A. W. Lucas 
Co. store. Manager and owner is 
jeweler Pius Miller. 











EASTERN STAR JEWELRY 
Shrine Fez Pins 


Finest quality Austrian rhinestones and 


colored stones. 
Also, White Shrine, Jobs Daughters, 
Rainbow Girls, Knight Templar. 


Special Order 
Emblem Work 








Lodge, Fraternal and Club Emblem 
Jewelry is our specialty! Sample made 
to your specifications and quotation 
on request. 

Here's quick, sure-profit business and 


excellent advertising for your store. 


Write today for Free I/lustrated Folder. 


B. David Company 


2508 Vine Street 
Cincinnati 19, Ohio 




















NASH the best light yer 
for your favorite cigarette! 


FOR LIFETIME GIVING... 


i LIFETIME 
Ge NASH GUARANTEED 
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« Dynoflex sparking it /s =. 
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« FREE repair service yy} 
for life! 


stake your 


Priced by hee to $6” 
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MIGHTY LIKE A DIAMOND! 


Brilliant—Flawless—Perfect Color—Only a 
diamond is harder. The New Wonder 
Stone— 


Available in most shapes and all sizes. 
Famous for lasting brilliance. 
Much less expensive. 
WRITE FOR FOLDER TODAY (free! 


Walderite, 580 Fifth Avenue 
New York 36, N. Y. JU 6-0459 
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Write for the 1957 RED BOOK 


The Jewelers Catalogue 


Diamonds—Jewelry—Silverware 
Clocks—Appliances—Shavers 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street 
Cincinnati 2, Ohio 


W here Service is a Tradition 




















THE 


DB. JACOBS SONS CO. 
325 E. Central Pkway. 
Cincinnati 2, Ohio 


“Serving you since Y 2 


DIAMONDS 


ALL NATIONALLY ADVERTISED 
JEWELRY & APPLIANCE LINES 
Members 


AMERICAN GEM SOCIETY 
Julius D. Jacobs, Jr. Cert. Gemologist 

















HEADQUARTERS 
for Nationally 


Known Lines 


Now in our own building with Greater 
Facilities for Better Service 

SESSIONS WATERMAN __ EVANS 

US TIME SPEIDEL SCHICK | 

SEMCA GEMCO WESTINGHOUSE 

TELECHRON HAYWARD ; 

INGRAHAM TAUSCA DORMEYER 

VULCAIN REMINGTON OSTER 


I 
ULYSSE NARDIN ALVIN TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 
Catalog Twice Yearly © Ask for Yours Today 


JOSEPH HAGN COMPANY 


Whelesalers Since 1911 
325 West Medison Street, Chicago 6, 











USE 
Jewelers’ Circular- 
Keystone 
Classified Section 
For Best Results 


Our work costs no more | 
than ordinary work * 
BECKER-HECKMAN COMPANY 


29 East Madison Street, Chicago 3, Illinois | 
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| The Jewelers Association of Baltimore 


held its annual dinner-dance on Wed- 
nesday evening, Feb. 27, with an all- 


| star show and door-prizes. Election of 
| new officers and directors was held. 


The new slate will be announced in the 


| April issue of JC-K. 


Frank E. Diskin has been elected pres- 
_ ident of the Leon Levi Jewelers’ Em- 
_ ployees Credit Union in Baltimore. 
_ John Hagan was elected vice president, 
_ Jack Friedman, secretary, and Irene 
| K. Gerezak, treasurer. Leon Levi is at 
| 316 W. Lexington St. 


Sheldon Buckner & Co., Inc., whole- 


| sale jewelry firm, will open at its new 


location at 230 Park Ave., Baltimore, 
sometime in April. 


John C. Eagle has been named man- 
ager of Leonard’s Jewelry in Albe- 
marle, N. C. He has been with the firm 
for 10 years and has served as man- 


| ager of Leonard’s store in Stateville, 
| N.C. since 1953. 


Lawson’s Jewelers, Charlotte, N. C., 


| has become affiliated with the Fried- 


man’s Jewelers chain organization. 
Ernie and Billy Azer, co-managers of 


| Lawson’s, explain that the tie-in gives 


their store the benefit of the buying 
power of the Friedman 51-store organ- 
ization. The two firms will continue 
to operate separately, however. 


Royal Jewelers, Shreveport, La., will 
move to new quarters at 1255 Texas 





Retailer Who Takes Bad Check 
Must Pay Excise Tax Anyway 


Washington, D. C.—The Internal 
Revenue Service has ruled that a re- 
tailer who accepts a check for an ar- 
ticle subject to the excise tax is liable 


| for the tax even though the check 
| proves worthless and payment is never 


received for the article. 


In a new ruling (#56-683), the IRS 
says the excise tax “attaches at the 
time the article is sold by the retailer 
and is based upon the retailer’s selling 
price ... The retailer is liable for the 
tax regardless of whether he actually 
receives payment for the article.” 


The sale is considered to be consum- 


mated when the check is accepted, 


even though it later proves worthless 
and payment is never made. 


SOUTH 


Ave. by April 1. The new location will 
give the firm warehouse and salesroom 
space in one building. 


Charles W. Warren & Co., jewelers & 
silversmiths of Detroit, Mich., have 
opened a branch store in the Belleview 
Biltmore Hotel, Belleair, Fla. 


L. Luria & Son, Inc. of Miami, Fla., 
held open house Feb. 17, 18 and 19 
for dealers only. The new General 
Electric Fan program was shown, to- 
gether with new lines of housewares 
and home furnishings. 


Sam Kirsch, jeweler (among other 
things) of Hot Springs, Ark., has been 
elected assistant treasurer of the Leo 
N. Levi Memorial Hospital of Hot 
Springs. It is a free, non-sectarian 
medical center for arthritis and rheu- 
matism. Kirsch, who is a businessman 
on an interstate level, and a philan- 


+ 


Kirsch 


thropist and sportsman as well, will 
be sitting in on meetings of the Exe- 
cutive and Administrative boards of 
the hospital. 


Sponsors Small Business Loans 


A system of government-insured 
loans to help small businessmen raise 
funds will be proposed this year in 
Congress by Sen. John Sparkman 
(D., Ala.). 

Sen. Sparkman will sponsor legis- 
lation creating an insured-loan sys- 
tem, similar to that of the Federal 
Housing Administration. This would 
help small businessmen get loans 
from banks for operating capital. 

He will also propose a system simi- 
lar to the Federal Deposit Insurance 
Corporation to insure investors in 
small business, in order to help 
businessmen raise equity capital. 

At present, he says, it is too hard 
for some small firms to get equity 
funds by floating securities, or to get 
adequate operating funds from banks. 
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SOUTHWEST Ll 


Officers elected by the Oklahoma City 
Watchmakers Guild to serve through 
1957 are: Dave Ingram, president; 
George Weach, vice president, and 
D. D. Creasy, secretary-treasurer. The 
newly - appointed program committee 
consists of C. R. Frazier and Henry 
Hardy. Vick Beck was president last 
year, and Ed Burris was the group’s 
secretary-treasurer in 1956. 


The Oklahoma Mineral and Gem Soci- 
ety has elected its new officers for 
1957. They are: Haskell Yount, pres- 
ident; Norman Flaigg, vice president; 
Mrs. Bob Schultz, secretary, and Mrs. 
Chal Snyder, treasurer. Newly named 
directors are: Chester Baker (immedi- 
ate past president); George McRob- 
erts, and Dr. William Gibbens. The 
society was formed in 1946 with about 
a dozen members. It now boasts 150, 
all devoted to studying rocks, gems 
and lapidary techniques. The group 
also sponsors a junior society, which 
has about 25 members. The society 
holds an annual rock and gem show. 


Rosenfield’s Jewelers has opened a new 
store at 123 W. Atkinson Plaza, in 
Midwest City, Okla. The location is in 
the city’s shopping center, which con- 
tains 47 stores and 15 professional 
office suites, with a large, paved park- 
ing area to serve the businesses. 


The business formerly known as Re- 
gent Wholesale Jewelers, Inc., is now 
operating as Regent Wholesale Dis- 
tributors. The firm recently moved its 
Oklahoma City quarters from 203 
N. W. Second St. to 208 N. W. Second 
St., directly across the street. Regent 
also has quarters at 805 S. Boston 
Ave., Tulsa. Partners are: David Fei- 
ger, Sherman Markham, R. H. Fleis- 
chaker, Alex Singer and Joe B. Singer. 


Weber’s Jewelry, located for the past 


22 years at 129 W. Grand Ave., Okla- 
homa City, is planning to move in 
April to new quarters at 142 W. Main 
St. Extensive remodeling of the firm’s 
new store is expected to be complete 
by April 1. 


Zale’s Jewelers and McEntee’s Jew- 
elers of Muskogee, Okla., have gained 
considerable publicity and good will 
through sponsorship of local women 
golfers. Both concerns’ established 
golfing contests and awarded mer- 
chandise prizes to the leading women 
golfers participating. 


Robert D. Howell, Sr., recently opened 
the Howell Jewelry store at 118 N. 
Broadway, Holdenville, Okla. More 
than 55 years ago, as a youngster of 
21, he opened his first jewelry store, 
in the same community. After eight 
years, he left both the town and the 
jewelry field to enter the theater busi- 
ness. Now, after 47 years away from 
it, he has resumed jewelry operations. 


Ed Edwards recently sold his jewelry 
store in McLean, Tex., to become the 
watchmaker in Howell’s store in Hol- 
denville, Okla. 


Damron Jewelers, Elk City, Okla., has 
moved to new and larger quarters at 
115 S. Main St. The building was pur- 
chased by Ray and Harold Damron for 
the firm’s new location, and more than 
doubles its former floor space. A 
three-day opening celebration featured 
several prizes, including watches. 


E. C. Click has moved his jeweiry busi- 
ness from Freer, Tex., to Odessa, Tex. 


In the January issue of JC-K, Emil G. 
Habeeb’s Town and Country Jewelers 
was listed as being in Abilene, Tex. 
Its correct location is Corpus Christi. 
Pardons all ’round. 





Administration Tries to Cut 


Volume of Business Reports 

Washington, D. C.—Officials of the 
Eisenhower. Administration are going 
to make another try this year to 
reduce the volume of reports required 
of businessmen by the government. 

Health and Welfare Secretary 
Marion Folsom says he will ask Con- 
gress to approve changes in the in- 
come tax and social security laws 
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to permit employers to combine their 
reports for these purposes. Congress 
last year failed to act on a similar 
proposal. 

The plan, worked out by Mr. Fol- 
som and the Treasury Department 
calls for dropping some 12 million 
detailed quarterly forms iiled for 
social security records. Wage data 
needed for these purposes would be 
taken from the withholding tax state- 
ments filed once each year. 
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SYMBOL OF LOVE AND DEVOTION 


1/20-12 Kt 
GENUINE IVORY HAND CARVED 
EARRINGS & NECKLACES TO MATCH 


Exclusive for fine retail jewelers 


\wE AL Op yy 


204 WESTMINSTER ST PRovipence RHOOE ISLANO 








—_——_ 
Gold “yop IN CHICAGO 
a 4s Mid and Southwest 
Now represented by FRED E. 


WARNECKE & SON, 29 E. Madison St. 
THE JEWELRY & CUTLERY NOVELTY CO. 
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North Attleboro assachusetts 
Through Leading Wholesalers 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














‘- importers of 
ae“, ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 Sth Ave., New York 10, N.Y. 
AL. 4-0104 














WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Biack Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 














DECORATIVE 
MARY RYAN ACCESSORIES 
FURNITURE 


GIFT AND ART 
NOVELTIES 


226 Fifth Avenue New York 
Merchanaise Mart, Chicago 
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Selling Committees creates 
profitable "Group Business"! 
Gavels & Sound Blocks made 
of Tropical Hardwoods (Rose- 
wood & Cocobolo) & Ivory 
Plastic. Sizes; Ladies’, Men's 
Medium, Men's Large. Cases; 
Bands - Nontarnishing Sterling 
Silver & Bronze; We engrave, 
mount and ship at once. 


AN ILLUSTRATED 
GAVEL BROCHURE 


Helps make Sales 


FREE — OPEN 
DISPLAY .. 
Items at 50% ‘Disc. 


FREE — WALNUT 
meEeesAe 6 «fo 
Items at 50% Disc. 


BECOME ‘'GAVEL 

HEADQUARTERS" 
ees Increase your volume 
WRITE TODAY! 





uc NU UMVITAE F PRODUCTS ae). 
ty4, NJ. 


GET VALUABLE NEW BUSINESS 


BANDS - BLOCKS CASES 








fit etime 


WEDDING papa 


the profit pi. --h- Lifetime = 


Wedding Rings. 
THE LIFETIME CO. 


Se 119 Edison Pl., Newark 5, N. J. 2% 





| ig oF Angel Medals 
sates mete a These completely new die- 
charms with proven sales I 


$ appea 
are available for immediate delivery in 
2 styles and 4 sizes. Unengraved. 





in ——« Silver in 14 Kt. Gold 
3/4” dia. $3, 1° $4 2 3/4” dia. $12, 1 $15 
11/4” .$5, 11/2" $7 ~ 11/4” $30,1 1/2” $40 
546 So. Broadway 


Wayne Silversmiths Yonvecs 5° N.Y. 





at Tor ets a 
“WEDDING INVITATION 


“The Finest Cnugraving that can be made” 
WILL ECKER & CO. 


414 WN. TWELFTH BLVD. + ST. LOUIS 1, MO. 
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WEST COAST 


Roy Pearson, Pearson’s Jewelry, 
Downey, Calif., passed the monitored 
United MHorological Association of 
America watchmaker’s examination 
with the highest grade ever issued in 
California. Norman D. Luth, president 
of the association, presented him with 
a distinguished Registered Certifi- 
cate of Proficiency. 


The Southern California Jewelers Golf 
Association held its annual winter 
outing Feb. 19 at the Montebello Golf 
Course. Guest speaker at the dinner 
which followed was Jess Hill, athletic 
director of the University of Southern 
California. 


The Jewelers 24-Karat Club of South- 
ern California first dinner - meeting 
of 1957 was held Feb. 12 at the Los 
Angeles Elks Temple. It was an open 
session, with friends invited. The guest 
speaker was Carroll Alcott, Columbia 
Pacific Radio Network news analyst, 
famous for his Shanghai series. 


Verl R. Traner has assumed ownership 
of Gibson Jewelers, 214 G St., Antioch, 
Calif. The store was formerly owned 
by Jack and Donald Gibson. 


Higbee & Dorrer, jewelry wholesaler 
at 315 W. Fifth St., Los Angeles, has 
announced its forthcoming liquidation. 
Word came from Walter Dorrer, owner 
of the firm. The company was started 
in 1917. In 1938, Mr. Higbee retired 
and Mr. Dorrer carried on alone. 
Lately, he has been ill and has lost 
important sales representatives 
through death and illness. 


Jack H. Spiro has become vice presi- 
dent in charge of West Coast sales of 
the Lovebright Diamond Co. of New 
York. His headquarters will be at 1527 
S. Midvale Ave., Los Angeles. 


The Diamond Syndicate of California 
has acquired the services of Bernard 
A. MacDwyer and Harrison Fisher. 
MacDwyer is now in charge of the 
San Francisco company’s brokerage 
department, specializing in the pur- 
chase of diamonds and jewelry es- 
tates. Fisher, who has been in the 
jewelry business in San Francisco for 
18 years, is calling on the trade. 


S. Wurkheim & Brother, wholesale 
jewelry firm of San Francisco, has 
been sold to Gene A. Siekert, formerly 
of E. W. Reynolds Co. The Wurkheim 
firm will remain on the third floor of 


San Francisco’s Jewelers Building. 
Henry Wurkheim has retired after 
more than 50 years in the wholesale 
jewelry business. 


I. I. Silin & Sons, of Japan, have 
opened an office and showroom at 704 
Market St., San Francisco, as the firm’s 
headquarters in the U. S. The company 
imports cultured pearls from Japan 
for the U. S. and South American 
markets. 


Alex. W. Poulsen, for the past 17 
years district representative for Elgin 
National Watch Co., recently resigned 
that position. He will now represent 
Leys, Christie & Co., of New York; 
Graff, Washbourne & Dunn, Inc., of 
Englewood, N. J., and Marius Hansen 
Import, a Danish jewelry firm. Poul- 
sen will operate from his home in 
Orinda, Calif. 


Arnold Davidson, jeweler of La Cres- 
centa, Calif., is also a poet and author. 
Recently, he received a watch sent 
from the island of Guam, to be re- 
paired. It was sent by the executive 
secretary of a poetry society, who had 
read Davidson’s work and decided to 
send him the watch for repairs. 


E. C. Lambert has opened a new 
jewelry store at 466 First St. East, 
Somona, Calif. 


Mr. and Mrs. Sid Males, who recently 
purchased Osborn Jewelry in Banning, 
Calif., have changed the store name 
to Males’ Jewelry. 


Wilson Jewelry, Monrovia, Calif., has 
moved to larger quarters at 130 S. 
Myrtle Ave. 


The Wallach Jewelry Mfg. Co., Los 
Angeles, has published a new catalog 
for the trade. 


Robert E. Allan, who has travelled the 
West Coast area for 14 years, has 
been appointed western sales repre- 
sentative for Karlan & Bleicher, Inc., 
of New York. 


Gus Halbeck, who retired after 35 
years in the wholesale jewelry trade, 
could only take three years of inactiv- 
ity. He has reentered the trade as a 
manufacturers’ representative, oper- 
ating from 657 Mission St., San Fran- 
cisco. He represents L. Sparrow & Co., 
and the LeStage Mfg. Co., Inc. in the 
West. 
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Executive Appointments 








T. J. O'Connell has been named east- 
ern sales manager for the Elgin Na- 
tional Watch Co. He replaces Frank 
Rogers, who resigned. According to 
the announcement from H. E. Rich, 
Elgin general sales manager, O’Con- 
nell will supervise sales in three upper 
North-Central states as well as the 
eastern region and several large met- 
ropolitan areas. He has been in the 
jewelry business for over 40 years, 
and is known to jewelry organizations 
and other groups for his expert anal- 
yses of merchandising and advertis- 
ing techniques. He has been with El- 
gin since 1931, traveling from Coast 
to Coast. 


O’Connell 


Graham C. Butler has been appointed 
director of sales administration in the 
domestic sales division of the Parker 
Pen Co., Janesville, Wis. He has been 
associated with Parker since 1938. In 
1953 he was named assistant manager 
of the Southern sales zone. In 1956, 
Butler assumed leadership of the 
Southwestern sales zone. Joseph F. 
Crawley, formerly eastern zone man- 
ager, has been named to succeed But- 
ler in the southwest. 


Henry A. Prust is the new head of 
special administrative sales assign- 
ments for the Parker Pen Co. He 
joined Parker in 1945, after five years 
of Army service. His former post was 
as Parker’s assistant sales production 
manager. 


Edward H. Wold has been named as- 
sistant manager of Parker Pen’s cen- 
tral zone, with headquarters in Chi- 
cago. He has been with the firm for 
17 years, and was Milwaukee sales 
representative since 1945. 


Earl E. Hart is the new merchandise 
manager for Wilson’s Leading Jewel- 
ers of Syracuse, N. Y. He will also 
coordinate the operation of the chain 
organization’s stores in downtown 
Syracuse, local shopping centers, and 
Auburn and Buffalo, N. Y. He brings 
over 20 years of jewelry and appli- 
ance retailing experience to his new 
position. 
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Andrew Voya Peters has been ap- 
pointed sales promotion manager for 
the international division of the W. A. 
Sheaffer Pen Co. A native of Bel- 


grade, Yugoslavia, Peters will assist | 


in developing and expanding his firm’s 
business abroad. His headquarters 
will be at the company’s main plant 
in Fort Madison, Ia. He was a student 
at the University of Geneva, Switzer- 
land, from 1945 to 1947, and received 
his master’s degree from Columbia 
University in business administration 
in 1949. 


Donald J. Jones has been elected vice 
president of the Hamilton Watch Co., 
in charge of its Hathaway Instrument 
Division in Denver. The Hathaway 
Division produces electronic instru- 
ments. Jones was formerly president 
of the Humphreys Mfg. Co., Mans- 
field, Ohio, manufacturers of plumb- 
ing fixtures. He was, prior to that, 
vice president and general manager 
of Houdaille-Hershey Corp., Detroit, 
producers of industrial equipment and 
automotive parts. He is a mechanical 
engineer. 


Davis, Jr. 


Winfield S. Davis, Jr., has been ap- 
pointed comptroller for the Hamilton 
Watch Co., Lancaster, Pa. He has 
been assistant comptroller for Hamil- 
ton since 1953, and prior to that was 
director of planning. He has been with 
the company for 19 years, having 
started his career as a student trainee 
in Hamilton’s financial group. 





Subsidiary of General Time 
Enters the Electronics Field 


New York City—Stromberg Time 
Corp., a wholly-owned subsidiary of 
the General Time Corp., has entered 
the electronic data processing field, 
according to an announcement from 
the firm itself. 

Stromberg has acquired the rights 
to a new electronic system, termed 
the “transacter.” The transacter per- 
mits instantaneous transmission of 
cost and payroll accounting data to a 
central receiving recorder. 








STOP SILVER TARNISH! 


NEW SPRAY-ON 
PRO-TEX-SIL 


in the handy, easy-to-use SPRAY-ON 
can protects beautiful silver from tar- 
nish for weeks. One quick application 
is all it takes. 


PRO-TEX-SIL IS NOT A LACQUER 
TEST IT! DISPLAY IT! SELL IT! 


Your customers want it! Housewives 
who use PRO-TEX-SIL are better silver 
customers. PRO-TEX-S!L brings repeat 
business to your store. Retail price $1.50. 


Try 3 sample cans... 1! to TEST— 
| to DISPLAY—I to SELL! Your 
Cost Only $3.00 prepaid. 














| Doz. cans $10.80 prepaid. SEND NO 
MONEY . . . we'll bill after we ship. 


MAIL YOUR ORDER TODAY 





WELMAID MFG. CORP. 
Dept. 23—41 Pineapple Ave., Sarasota, Fla. 














Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 
China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 


Established !880 
(Div. of M. Y. Finkelman Co.) 
29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 
REFERENCE: 
Your Local Bank 


Diamonds 








Ask For 
Superior 


NYE OILS 


Best for Watches and Clocks 


Safeguard 
Your. Work 








Prove for yourself how our jewelry 
AY FREE TRI : 
wire TODAY — 


as 
RUSH TO Edwin rced 
Show card windew service can he 
ou make more sales! Ask for 
E AL. Phone, write 
Pie ws 
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SWISS INDUSTRIES 
FAIR BASEL 


April 27-May 7, 1957 


Visit the watch section 
Showcase of the 
Swiss watch industry 


Request leaflet from: 


Consulate General of Switzerland 
444 Madison Ave., New York 22, NY 
Telephone PI 8-2560 




















Jack yarritor 


JEWELRY DESIGN 
SERVICE TO THE TRADE 


* (See designs in this issue on page 88) 


Designer of many award-winning pieces. 
Immediate attention given requests for 
suggested sketches to solve your stock 
designing problems or special order 
remount designs for customers’ stones. 


42 West 48th St., New York 36 
Judson 6-0697 














YOUR ORGANIZATION 
CAN USE ME 


| have a thorough knowledge of the 
watch import field based on years of 
practical experience. My _ activities 
range from the placement of movement 
orders through every subsequent phase 
of progression to the sales outlets. | 
evolve new models, working hand in 
hand with manufacturers, develop the 
lines {popular priced or stylized), plan 
production, build catalog sheets, super- 
vise the salesmen, handle the accounts 
. « « with imagination and an eye to 
net results. 

All-around man? Yes—with a flexi- 
bility that would allow me to fall into 
stride with your organization without 
missing a step. 


SHOULDN'T YOU TALK WITH ME? 
Write Box "K., 2810," c/o JCK 








Obituaries 








Sol M. Schwartzchild, 69, jeweler of 
Richmond, Va., died Jan. 17, follow- 
ing a long illness. He was president 
of Schwartzchild Bros., Inc., and an 
outstanding gemologist. In his city, 
he was known and loved as a patron 
of athletics, having presented many 
awards to sportsmen and initiated a 
number of trophy competitions. A 
brother and a sister survive. 


Wilson A. Streeter, 82, formerly presi- 
dent and chairman of the board of 
Bailey, Banks & Biddle of Philadel- 


| phia, died Feb. 22. He had been with 
_ the firm for 64 years, and had retired 
| three years ago. He was also a char- 
| ter member of the Philadelphia Better 
| Business Bureau. He is survived by 
| his wife and a son. 


John G. Niederer, 101, internationally 
known metal craftsman, died at his 
San Pedro, Calif., home Jan. 12. He 
was a former resident of East Ruth- 
erford, N. J. Niederer cast the bronze 
work in the Library of Congress, and 
had worked on many war memorials. 
During his career, he was associated 


| with Tiffany & Co., Gorham Mfg. Co. 
and the Tallman Brass & Bronze Co. 
| of Hamilton, Ontario, Canada. He is 


survived by three daughters, three 
grandchildren and six great-grand- 
children. 


David Beiman, 87, jewelry manufac- 
turer of Chicago, died Jan. 23. He had 
been in the jewelry business since 
1892, and retired three years ago. 
Three sons, two grandchildren and 
three great-grandchildren survive. 


Ernesto T. Simondetti, European rep- 
resentative for Fisher, Bruce & Co. of 
Philadelphia and New York, died Feb. 
5. He had been with the firm for 27 
years. At the time of his death, he 
was aboard the S.S. Vulcania, return- 
ing to Italy after a six-week business 
trip to America. 


Mark C. Goldsmith, of the jewelry de- 
partment of Stein & Ellbogen Co., 
Chicago, died Jan. 14. He had been 
in the wholesale jewelry business for 
over 50 years. 


Arthur S. Goldman, 60, manager of 
the Highlandtown branch of S. & N. 
Katz, Inc., Baltimore jewelers, died 
in that city recently. He had been 
manager of the Katz branch for 25 
years, and was certified as a Guild 
Gemologist by the Diamond Council 
of America. 


Samuel M. Stone, 84, first president 
of Swank, Inc., Attleboro, Mass., died 
Feb. 4 after a long period of ill-health. 
He had been in the jewelry manufac- 
turing business in New England for 
65 years. For the past five years he 
had been honorary board chairman of 
Swank, and an executive of the Mara- 


thon Co., C. H. Eden Co. and the 


Horton-Angell Co., all jewelry mak- 
ing firms. He was also active in many 
other concerns and in Attleboro civic 
activities. Stone had come to the U. S. 
at age 13, bringing from Germany a 
knowledge of the jewelry manufac- 
turing business and was one.of the 
most prominent figures in the New 
England area. His widow, a son, three 
daughters and a sister survive. 


Arno L. Converse, 43, Los Angeles 
jewelry manufacturer, died Jan. 23. 


Jack Taylor Way, 40, jeweler of Jack- 
son, Mich., died Jan. 1 while in the 
hospital. Way had organized the first 
Army watch-instrument repair school 
at Aberdeen, Md., during World War 
II. His widow, two children, three 
sisters, a brother and father survive. 


Frank Gerstein, 75, founder and pres- 
ident of a large chain of jewelry 
stores in Toronto, Canada, died Jan. 
31. Having pioneered installment buy- 
ing in his area, Gerstein headed the 
Peoples Credit Jewelers chain of 29 
stores. He is survived by his widow 
and two sons. 


Charles F. McCarthy, 49, owner of 
Stack’s Jewelry in Glens Falls, N. Y., 
died Jan. 11, after a long illness. He 
had been associated with the jewelry 
firm for 35 years, and had purchased 
it in 1949. A sister survives. 


Morris R. Rosen, 62, owner of Dale’s 
Jewelers, Shreveport, La., died re- 
cently after a brief illness. He had 
come to the U. S. at the age of 7 
and had been active in business in 
New Orleans before moving to 
Shreveport 15 years ago. His widow, 
one daughter, one son. four grand- 
children, two brothers and five sisters 
survive him. 
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Coming Events 


Alexandria, La.—Louisiana Horologi- 
cal Assoc., convention, Bentley Hotel, 
May 18-19. 

Atlanta, Ga. — Georgia - South Caro- 
lina RJA’s, joint convention, Hotel 
Dinkler-Plaza, March 31-April 2. 
Birmingham, Ala. — Alabama RJA. 
convention, Thomas Jefferson Hotel, 
April 14-15. 

Boston — Manufacturing Jewelers & 
Silversmiths, banquet, Hotel Statler, 
March 23. 

Chicago—National Wholesale Jewel- 
ers Assoc., convention, Edgewater 
Beach Hotel, June 5-7. 

Knoxville, Tenn.—Tennessee Horolog- 
ical Society, convention and Fair, 
Andrew Johnson Hotel, May 25-26. 
Little Rock, Ark. — Arkansas RJA, 
convention, Marion Hotel, May 4-5. 
Miami Beach—Florida RJA, conven- 
tion, Sans Souci Hotel, April 28-30. 
Milwaukee—Wisconsin RJA, conven- 
tion, Hotel Pfister, April 28-29. 

New York—Watch Material Distribu- 
tors Assoc. of America, convention, 
Hotel Park Sheraton, June 1-2. 
Oklahoma City—Oklahoma RJA, con- 
vention, April 27-28. 
Omaha—Nebraska RJA, convention, 
Hotel Fontonelle, April 6-7. 

Pike, N. H.—New Hampshire RJA, 
convention, Lake Tarleton Club, June 
22-24. 

Providence — United Jewelry Show 
(Fall), Sheraton-Biltmore, May 4-13. 
Reading, Pa.—Pennsylvania RJA, con- 
vention, Berkshire Hotel, April 28-29. 
Roanoke, Va.—Virginia & N. Carolina 
RJA’s, joint convention, Hotel Roa- 
noke, May 5-7. 

San Antonio, Tex.—Texas Watchmak- 
ers Assoc., convention, Gunter Hotel, 
June 8-9. 

Seattle — Washington RJA, conven- 
tion, Olympic Hotel, March 17-19. 
Wilmington, Del. Maryland-Dela- 
ware-District of Columbia Jewelers 
Assoc., convention, Hotel DuPont, May 
5-6. 

Wichita — Kansas RJA, convention, 
Allis Hotel, May 4-6. 
Chicago — Retail Jewelers Market 
(formerly NJA National Jewelry 
Fair), Conrad Hilton Hotel, July 28- 
August 1. 

New York—Retail Jewelers Market 
(formerly ANRJA Trade Show), Wal- 
dorf-Astoria, August 11-15. 
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GIFT SHOWS 


Boston — Parker House, Gift Show, 
March 3-7. 

Boston — Boston Gift Show, Hotel 
Statler, March 4-8. 

Cincinnati—Hotel Netherland-Hilton, 
March 17-20. 

Denver—Gift & Jewelry Show, Hotel 
Albany, March 3-6. 

Detroit—Hotels Statler and Sheraton- 
Cadillac, March 3-7. 
Indianapolis—Hotel Claypool, March 
17-20. 

Kansas City, Mo.—“‘Heart of Amer- 
ica” Gift Show, Continental Hotel, 
March 10-12. 

Miami Beach—Gift, Jewelry, Station- 
ery, Toys & Home Accessories Show, 
Roney Plaza Hotel, April 28. 
Minneapolis — Northwest Gift, Sta- 
tionery & Housewares Show, Radis- 
son Hotel, March 17-20 

New York—U. S. World Trade Fair, 
New York Coliseum, April 14-27. 
New York — Stationery Show, New 
Yorker Hotel, April 19-24. 

Phoenix, Ariz.—Gift & Jewelry Show, 
Westward Ho Hotel, May 5-7. 
Pittsburgh — Hotel Penn - Sheraton, 
March 31-April 3. 
Philadelphia—Benjamin Franklin Ho- 
tel, March 17-20 


Gordon’s Quality Jewelers 
Announces Expansion Program 


Houston, Tex.—An expansion pro- 
gram which will include the establish- 
ment of 25 new stores during the com- 
ing three years, has been announced 
here by Harry B. Gordon, president of 
Gordon’s Quality Jewelers. 

The chain, which ranks among the 
top four jewelry chains in the nation, 
currently has 39 stores in operation 
in the south, southwest and southeast. 

The expansion plans call for five 
new stores during 1957, in addition to 
three which have been under construc- 
tion since 1956. 1958 and 1959 are 
slated for about eight stores each. 

Gordon’s opened seven new stores 
last year, in Houston, Tex.; Nashville, 
Tenn.; Memphis, Tenn.; Chattanooga, 
Tenn.; Birmingham, Ala.; Lafayette, 
La., and San Antonio, Tex. 

The concern follows a standard pat- 
tern in its expansion operations. First 
it enters a new area with steres in the 
downtown region. When the Gordon 
name has become known, through busi- 
ness and a widespread advertising 
campaign, the chain opens new stores 
in suburban areas and smaller com- 
munities. 

Gordon’s has approximately 700 
full-time employees at present. 
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BEATTIE 
— The ONLY 
+ LIGHTER with 


the ck 


flame! 


DOWNWARD— 


¥ 


UPWARD— 


SIDEWAYS— 


Cash in on BEATTIE NATIONAL 
ADVERTISING ... bigger... more 
effective than ever. Here are your 
exclusive Beattie selling features: 


@ The ONLY Lighter with 
patented jet flame! 


@ A necessity to all pipe 


smokers. 


@ Essential accessory for 
Sportsmen. 


® Greater gift-appeal than 
any non-jet lighter, 


Now priced to retail from 


*495 to *49° 


for your across-the-board market! 





Now you can feature the NEW, POPULAR- 
PRICED MODEL retailing at only $4.95 
{incl. tax) in highly-polished enamel: 
maroon, black, royal blue. Remember— 
the exclusive Beattie Jet Lighter makes a 
unique and welcome gift any time of the 
year. Keep ample stock on hand—always! 
(Have you received your new, colorful, 
3-Lighter Display? Ask your Wholesaler— 
or write us.) 











DISPLAYS, AD MATS, TV FILMS on request. 
Local cooperative advertising available. Write 
TODAY for price list and full details. 


BEATTIE JET PRODUCTS. INC. 


| 19 East 48th St., N. Y. 17, N. Y. @ Dept. J 
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For Over 67 Years 


~ RACINE 


has been the 
Foremost Source for 


TIMERS 


( THROUGH YOUR WHOLESALER ) 
Write for the Latest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 


Sport and Technical Use 


JULES RACINE & COMPANY? c 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET NEW YORK 36 




















News of Personnel 








Lossau & Kramer and Adolph Braude 
Co., 29 E. Madison St., Chicago, an- 
nounce that Michael Romito will be 
their representative in Iowa, Ne- 
braska, Colorado, Wyoming, Montana 
and South Dakota. Mr. Romito has 
been in the jewelry industry for the 
past ten years. 


Michael Romito 


David Sarkin, Inc., diamond ring 
manufacturer, has announced the ap- 
pointment of Harry Hahn as southern 
representative. Mr. Hahn’s territory 
includes North and South Carolina, 


| Florida, Georgia, Alabama, Texas and 
| Louisiana. 


Harry Hahn 


Three new appointments to the 
Hamilton Watch Company’s sales 
force have been announced: 

Charles C. Bremer has been as- 
signed the Iowa territory. John V. 
Cook will cover northern California 
and Oregon. J. Robert MacKenzie has 
been assigned to the Missouri-Kansas 
territory. 

Nick Franco has been appointed 
general sales manager of the Mele 
Manufacturing Company, manufac- 
turer of jewel cases. Mr. Franco will 
make his headquarters in the com- 
pany’s New York office-showrooms at 
366 Fifth Avenue. 


Nick Franco 


J. R. Wood & Sons, Inc., manufac- 
turers of Artcarved Diamond Rings, 
announce the appointment of Arthur 
H. Biggs, Jr., as representative in the 
central Atlantic territory, including 
the District of Columbia. Mr. Biggs 
has been employed most recently by 
the R. W. Biggs Company in Stam- 
ford, Conn. 

Richard Gragg has been appointed to 
an extensive territory in the North- 
west. In recent years Mr. Gragg has 
been selling for the Traub Manufac- 
turing Company. 

Roderick C. Gaines will represent the 
Artearved line in Connecticut, Mas- 
sachusetts and Rhode Island. Mr. 
Gaines comes to Artearved from the 
Krementz Company in Newark, N. J., 
where he was on the sales staff for 
ten years. 


(Above, !eft) 
A. H. Biggs, Jr. 


(Above) 
Richard Gragg 


(Left) 
R. C. Gaines 


Bridal Ring Company, Inc., 87 Nas- 
sau Street, New York, announces the 
appointment of Seymour Silverman as 
midwestern representative. Mr. Sil- 
verman will carry the hand-carved 
Barel Bridals Matched Wedding Ring 


sets. 


Babcock, Inc., announces the ap- 
pointment of two sales representa- 
tives for Babcock men’s and ladies’ 
jewel cases. Paul Rich, Albee Bldz., 
1426 G Street, N. W., Washington, 
D. C., formerly for many years with 
Hickok, has been assigned to the east- 
ern territory southward from Phila- 
delphia. Frank Pratt, Jr., 745 North 
Crescent Heights, Los Angeles 46, 
Calif., will represent Babcock on the 
West Coast. 
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Jacques Kreisler Mfg. Corp., of 
North Bergen, N. J., announces that 
Leonard Ross has been appointed rep- 
resentative in the Los Angeles area, 
and Erwin Craig representative 
throughout central and coastal Cali- 
fornia. Both men are well known in 
the jewelry field. 


Leonard Ross Erwin Craig 

Ikora Importers, 261 Fifth Avenue, 
New York, announce the appointment 
of Arthur F. Willmott as District 
Sales Manager for the New York 
area. 

Ikora imports and distributes an 
exclusive line of non-tarnishable sil- 
verplated hollowware. Mr. Willmott 
was formerly associated with The In- 
ternational Silver Company. 

Reed & Barton, Taunton, Mass., has 
announced the appointment of two 
new sales representatives, Charles S. 
Bray and Richard O. Noyes. 

Mr. Bray, formerly with D. B. Ry- 
land & Co., Bristol, Va., will cover 
parts of North and South Carolina, 
Tennessee and Virginia. Mr. Noyes, 
formerly with the foreign service di- 
vision of the U. S. State Department, 
will cover the state of Washington 
and parts of Oregon, Idaho and Mon- 
tana. 


C. S. Bray R. O. Noyes 


Electric City Box Company, of Buf- 
falo, N. Y., manufacturers of jewelry 
cases, announce the appointment of 
Henry E. Schwartz as Ohio represen- 
tative, and of Bob Kelly and Ted J. 
Sora as representatives in the South- 
west and Chicago areas respectively. 

American Times Products, Inc., has 
appointed John W. Carpenter as 
southeastern sales representative for 
the Watchmaster and other company 
products. Mr. Carpenter’s address is: 
10557 Atlantic Avenue, Jacksonville, 
Fla. 
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Jewels by Bogoff announces the 
appointment of Robert Sillman as 
representative for the states of Michi- 
gan and Ohio. Mr. Sillman is well 
known in jewelry circles. 


Robert Silliman 


Stanley J. Driscoll, who has been a | 


member of the sales force for the 


Towle Silversmiths, Newburyport, | 
Mass., since 1945, has been appointed | 
assistant sales manager in charge of | 
the western division. Clifford R. Mar- | 
shall will replace him in the southern | 


territory. 


During his 11 years with Towle, | 
Mr. Driscoll has covered the southern | 
Mr. Mar- | 


and Cincinnati territories. 








shall has been on the sales force for | 


two years covering upstate 
England and upstate New York. 


New 


Leonard Gilbert has been appointed | 
sales representative for the Benrus | 


Watch Company in the Maryland and | 
Mr. Gilbert | 


Washington, D. C., area. 


is well known to the jewelry industry | 


throughout this area. 


Leonard Gilbert 


Stein & Ellbogen Company, 55 East 
Washington Street, Chicago, 


an- | 


nounces the appointment of Ray Har- | 
the first billfold in the world with 


ris to their sales force. Mr. Harris 


will cover Minnesota and North and | 


South Dakota. 

The Tory Jewel Box Company has 
named Frank Rizzo sales manager. 
Mr. Rizzo will direct the company’s 
sales activities from its offices at 366 
Fifth Avenue, New York. 


Frank Rizzo 
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Magnalo 
Ss Magali Uloing 


PUT THE MAGNAFOLD IN A CUS- 
TOMER’S HANDS and RING UP A 
SALE! First,quality billfold with wafer- 
thin magnets that lock the passcase 
securely. No snaps, no catches, no strug- 
gling. One-piece construction. 
In Gahana Coach Hide, Eng- 
lish Morocco and Gahna 
black and tan. 
ee ed 
HUGO BOSCA COMPANY 
Springfield, Ohio 


Polished Cowhide. Brown, 
Send me more information on the Magnafold 


Name 





Address 








City 
ee eee 
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Manufacturer's 


N C WS of Products and Promotions 





Hamilton Beach Contest 
Open to Retailers, Salesmen 


“Name the Guard and Win a Ford 
Station Wagon” is the offer being 
made by Hamilton Beach Co., Racine, 
Wis., to its retailers and their sales 
people. 

A miniature military Guard is the 
symbol of Hamilton Beach’s five-year 
guarantee on its housewares, cooking 
and baking appliances. The contest, 
closing June 1, is to find a name of one 
or two words for the symbol. 

First prize is a Ford Country Squire 
station wagon. Other awards include 
complete men’s or women’s wardrobes, 
matching luggage and a variety of 
Hamilton Beach appliances. 

Turn to page 109 of this issue of 
JC-K for entry blank. 
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Shown above are William Gassaway 
(right), promotion manager for Ham- 
ilton Beach, telling Clarence Piemeis]l, 
West Coast regional manager, about 
the contest. (See page 109 for your 
entry.) 


Swift & Anderson Co. Meets, 
Hears ‘57 Sales, Ad Programs 


Swift & Anderson Co., Inc., Boston, 
recently held its annual four-day sales 
conference. 

Robert Swift, Jr., president, out- 
lined an ambitious sales program for 
the year, with binoculars selected to 
“lead” the campaign. 

Barometers. also received attention; 
particularly the “Monterey,” a new 
desk model. 

Humphrey Swift, executive vice 
president, outlined the advertising 
program and introduced new dealer 
aids which were enthusiastically re- 
ceived. 

Clifford P. O’Brien, vice president 
in charge of the West Coast opera- 
tion, outlined a successful year and 
plans for a larger plant with a new 
precision instrument division to im- 
port microscopes. 
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Big Participation Expected 
In Anson ‘Family Search’ Contest 
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Anson, Inc., expects that close to 


two million families will participate in 
its All American Family Search pro- 
motion this Spring. 

‘As of Feb. 10, Anson salesmen had 
signed up more than 5000 retailers to 
participate in this nation-wide search 
for “the family that best typifies the 
meaning of tthe family unit in Ameri- 
can life today.” 

Winner will be chosen from families 
selected from the 48 states and the 
District of Columbia. Finals will be 
held at Miami Beach during the week 
of May 28 to June 3. The contest 
closes April 15. 

Pictured above is a Rhode Island 
mother getting her All-American 
Family Search entry blank from Fred 
S. Pinkney, owner of Baird-North’s, 
Providence. 


1881 Rogers Cuts Prices 
On All Its Standard Sets 


The 1881 (R) Rogers (R) division 
of Oneida Ltd. Silversmiths has be- 
gun a limited-time price reduction on 
standard sets of its three popular 
patterns, Lilac Time, Proposal and 
Enchantment. 

New prices are: $49.75 for a 52- 
piece service for eight, and $69.75 for 
a 71-piece service for eight plus extra 
serving units. Both sets come in the 
three patterns named, and prices in- 
clude a wood chest. 


A full line of sales aids and dis- 
plays is available to promote this 
price roll-back. 

During the promotion, dealers will 
retain their full profits. 


Spring Vacation Contest 
Sponsored by Deltah Pearls 


Heller-Tara, Inc., makers of Deltah 
Pearls, is sponsoring a “millionaire 
vacation” contest. 

The firm is using national maga- 
zines and other media to tell the 
public how to enter the contest, in 
which the grand prizes are vacation 
trips to Florida and New York. 

Contestants are asked to get entry 
blanks at Deltah jewelers, fill in the 
blanks and mail them directly to 
Heller-Tara, Inc., 411 Fifth Avenue, 
New York City. 

Deltah dealers are provided with 
counter and window cards to promote 
the contest and to tie in with national 
advertising. 

Since no purchase is required for 
consumers to enter the contest, it is 
expected that participating jewelers 
will experience substantial increases in 
store traffic. 


Keepsake Features New 
Motion Displays for Spring 


Franchised Keepsake ring dealers 
are being offered a complete range of 
sales-aids for the Spring’ season. 
Prominent among these aids are two 
new motion displays. 

Shown above is the Mirror Wedding 
Ring Display. Two mirrors set in a 
“V” at the back of the display, give 
a multiple illusion to the wedding 
rings displayed on the revolving py- 
ramid. The entire display is adorned 
with flower clusters and velvet. 

Another motion display being of- 
fered to Keepsake dealers is the 
Twinkling Lights Diamond Ring Dis- 
play. This creation features diamond 
ring sets flanked by a doll-bride and 
surrounded by 10 electric candles 
whose lights twinkle. 

Keepsake has announced that it 
will continue its advertising on a na- 
tional scope, with big-space ads in 
every other issue of Life and others 
in Seventeen, Charm, Mademoiselle, 
Good Housekeeping and Modern 
Screen magazines. 
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International Sterling 
Offers 3 Seasonal Displays 


The International Sterling Division 
of International Silver Co. is offering 
three new displays. 

One, for Springtime, features a 
lamb over which is a plaque that holds 
six spoons in various patterns. 

Another, for Easter, has a stained 
glass panel, lighted from the back, 
with six spoons held above the slogan, 
“International Sterling—Solid Silver 
With Beauty That Lives Forever.” 

And, for the June bridal season, the 
third display has a star-shaped mo- 
tif and a ring cut-out, serving as 
background for five spoons. 

Each display is 15 inches wide, and 
about the same height. 

These three displays are sold as a 
group. 


Starfire Diamond Rings 
Offer New Motion Display 


Starfire Diamond Rings are now 
being promoted by a unique new mo- 
tion display. 

Seen above, the display features a 
pink, modernistic star which trans- 
mits light through its points as it re- 
volves in front of a black velvet back- 
ground. Contrast is provided by the 
white base and pink flower clusters. 

Many other sales aids are available 
to Starfire dealers. These include: 
newspaper mats; a neon sign; televi- 
sion spots; movie playlets and direct- 
mail literature. Starfire is also run- 
ning national advertising in every 
other issue of Look, and in Seventeen, 
Modern Screen and Ebony. 


Wm. Korn & Co. Announces 
Expanded Plant Facilities 


William Korn & Co., jewelry dis- 
play manufacturer of Buffalo, N. Y., 
has announced that a $75,000 addition 
to its plant facilities will be built to 
keep pace with the business growth 
of the firm. 

The announcement came from 
Nathan D. Rosen, the company’s gen- 
eral manager, following a record year 
during which the firm’s sales exceeded 
the $700,000 mark. 

The recent large-scale growth of 
the company dates from the inven- 
tion of the “snap-cap” jewelry dis- 
play in 1952 by Irving Korn, the 
firm’s vice president. The concern was 
organized in 1946. 
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New Ronson Merchandiser 
Shows Low-Priced Assortment 


The Ronson Corporation is cur- 
rently offering to dealers a new mer- 
chandiser (shown above), suitable for 
counter, wall or window display. 

The display shows an assortment 
of 5 low-priced Ronson pocket lighters 
which, according to the company, pro- 
vide dealers with an extra 7 per cent 
above norma! profit. 

Known as the “TD-5 Ronson Mer- 
chandiser,” the display shows the 
lighters in clear acetate, pilfer-proof 
windows. Hinged doors behind it 
swing open for easy access to the 
lighters. Gift boxes are included with 
the display unit. 

Shown in the TD-5 are the “Essex,”’ 
“Adonis,” “Capri” and two “Sports” 
models, ranging in price from $5.95 
to $9.95. 


Craftsman Features Spring 
Trade-In Billfold Promotion 


Craftsman Billfolds is staging a 
trade-in event for its dealers this 
Spring. Consumers receive $1.02 credit 
for their old billfolds toward the pur- 
chase of a new $5 style. Thus, they 
pay only $3.98. 

Participating retailers are supplied 
with a self-display merchandiser, fea- 
turing a compartment labeled “Toss 
your worn-out billfold here” (see pho- 
tograph). It also shows an assort- 
ment of men’s and ladies’ styles. All 
billfolds are individually gift-boxed. 
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The trade-in sale will be featured 
by Craftsman for a limited time. Af- 
terward, the retailer can mark up the 
billfolds to the regular $5 price. 


Benrus Sponsors Nationwide 
Sid Caesar Television Show 


Benrus Watch Co. has announced 
its sponsorship of the Sid Caesar 
Hour, one of the most expensive 
shows on television. 

Carried live by the entire 127-sta- 
tion NBC network, the show will de- 
liver this advertising to every impor- 
tant community in the nation within 
range of 96 per cent of all television- 
owning homes. 


New ‘Lovers Lane’ Line 
Introduced by Forstner 


Forstner, Inc., of Irvington, N. J., 
has brought out a new line of brace- 
lets for the spring. 

Designed to capitalize on the appeal 
of romance to the young and the 
young-in-heart, the line is called 
“Lovers Lane” and features bracelets 
engraved with hearts and treebark 
markings. The latter recalls the way 
young lovers carve their initials on 
tree trunks. 


LOVER'S 
LANE 


The assortment includes four charm 
bracelets and four ladies’ identifica- 
tion bracelets, in gold-filled and ster- 
ling. All have room for inscriptions 
or names to be engraved upon them. 

Forstner has used the same theme 
in a display unit (shown above). The 
display is offered free with the eight- 
item selection. The eight items are 
priced at $48 keystone. 


‘Spoof Magnifique’ 
Is New Medana Ad Theme 


A new advertising approach for 
Medana watches has been announced 
by Stanley Moser, president of Louis 
Aisenstein & Bros., Inc., exclusive dis- 
tributors of the timepieces. 

“Spoof Magnifique,” the theme of 
the campaign, makes its debut in the 
March issue of Vogue, and will be 
carried on in other national magazine 
advertisements. 

The ad copy is designed to “keep 
pace with the tremendous advances 
achieved both in the styling and per- 
formance of our low-priced Medana 
line,” said Moser. “It is based upon 
the fact that Medana watches look so 
beautiful and perform so well—every- 
thing about them belies their low re- 
tail price.” 

Displays, newspaper mats and 
other sales aids are being prepared 
for Medana dealers. 
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Jacoby-Bender Announces Winners of Sales Contest 


Jacoby-Bender, Inc., manufacturers 
of J-B watchbands, launched a sales- 
effort contest for wholesalers’ sales- 
men last fall. 

The winners of that contest have 
been named by J-B. The first-prize 
winners received $500 each; second- 
prize winners $200 each and third- 
prize winners each got a $100 U. S. 
Savings Bond. 

In addition, J-B awarded over $10.- 
000 in extra bonuses to “J-B Boosters” 
for the sale of J-B Motion and Stock 
Control displays. 

Seen in above photographs are the 
first - prize winners, receiving their 
awards. 

Photo 1: (1. to r.) Ray Gaber, Al- 
bert J. Malenka (winner) and Don 
Appleby. 


Photo 2: (1. to r.) Morris I. Lieber- 
man, receiving the award on behalf of 
C. D. Willson (winner), and Dave Kay 
of J-B. 

Photo 3: (1. to r.) Jack Norvell. 
Ashley Coats (winner), Bob Siegal 
and Seymour Marcum. 

Photo 4: (1. to r.) West Bryson, 
Lenny Lohr (winner) and Roy Stern. 

Photo 5: (1. to r.) Bob Groya and 
Otto Stern (winner). 





Revolving Display Unit 
Offered by Vue-More Corp. 


The motorized, triple-tier display 
unit, shown above, is suitable for 
showing many varieties of merchan- 
dise. It is offered by the Vue-More 
Corp., 601 West 26th Street, New 
York City. 

The unit spins slowly around, in 
order to get maximum attention. It 
can be placed in windows or on coun- 
ters and can be furnished to carry 
weights from 25 to 250 pounds, in 
single or double-tier assemblies as 
well. 

The flexibility of this revolving 
stock display unit makes it particular- 
ly useful for often-changed displays. 

An illustrated catalog of various 
components for the unit is available 
from Vue-More. 
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Wadsworth Watch Offers 
Display to Stress ‘Waterproof 


Seen below is a new display being 
offered by the Wadsworth-Hadley 
division of the Elgin National Watch 
Company. 

A revolving strip of clear plexi- 
glas creates the illusion that water 
is pouring from a spout onto a watch. 
The background is yellow with gray 
striping. 

The name panel on top of the dis- 
play, in deep blue, highlights the 
entire ensemble. 

This sturdy dist lay is made of per- 
manent styron and vinyl plastics, de- 
signed for lasting use. 


WADSWORTH 


Bulova Offers New Kit 
Of Split Stems and Posts 


The material sales division of the 
Bulova Watch Co. has announced a 
new Waterproof Split Stem and Post 
Kit (No. 23). 

It provides the watch repairman 
with a complete selection of 36 male 
posts and female stems for the latest 
Bulova waterproof models. A special 
interchangeability chart is included 
with the offer. 

The package sells at $12.95, al- 
though the individual parts have a to- 
tal value of $17.10. 

The unique design of this kit makes 
it possible for a watch repairman to 
select split stems and posts by metric 
measure. Measurements are printed 
on each envelope to aid in selecting 
parts quickly and accurately. 


Schick Offers 2-for-1 
In "Lucky Lady’ Promotion 


Schick, Inc., is in the midst of its 
“Lucky Lady” campaign, which gives 
a personalized Lady Schick electric 
shaver, free of charge, to consumers 
buying a Schick “25.” 

The company announced its offer 
on television on Feb. 7, followed by 
full-page ads in Life and continuing 
advertising on the Schick television 
show, Dragnet. 

A complete package of dealer pro- 
motional aids includes a “Lucky 
Lady” counter card, window stream- 
ers, radio and television scripts and 
newspaper mats. 

Until March 31 (when the promo- 
tion ends), every Schick “25” shaver 
will be packed with a “Lucky Lady” 
certificate. The purchaser then makes 
his choice of Lady Schick colors, fills 
in the certificate and mails it to 
Schick, Inc., Lancaster, Pa. He then 
receives his free Lady Schick from 
the company. 


Sheaffer Pen Co. Holds 
Spring Window Display Contest 


A window display contest with cash 
prizes totalling nearly $2000 is cur- 
rently being run by the Sheaffer Pen 
Co., Fort Madison, Iowa. 

The competition will run until mid- 
May and will be judged on the basis 
of the most effective and unusual win- 
dow promotional efforts by dealers 
throughout the nation. 

To compete, retailers must submit 
a photograph of their display, with 
an entry blank, to the Sheaffer head- 
quarters in Fort Madison. 

Three top awards of $100 each will 
be given for the outstanding window 
displays featuring Sheaffer merchan- 
dise. Prizes of $50 each will be pre- 
sented for the three next best dis- 
plays. In addition, there will be 10 
third-place awards of $10 each, plus 
200 consolation prizes of $10 and $5. 
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New ‘Ful-Vue' Display 
Shows Kreisler "Slim Jims’ 


new display case for “Slim Jim” 
watchbands is being offered free to 
dealers by the Jacques Kreisler Mfg. 
Corp., North Bergen, N. J. 

The display is made of blond oak, 
topped by a copy panel. A red velvet 
circular bar carries six watchbands, 
with mirrors beneath and behind the 
bar to provide all-angle vision. 

The display comes with “Slim Jim” 
assortment No. 62. 


Gruen Taps Child's Market 
With 'How to Tell Time’ Book 


To help jewelers build future watch 
sales and generate store traffic now, 
Gruen Watch Co. has a new long- 
range promotion. 

It’s based on How to Tell Time, 
latest in the famous Little Golden 
Book series for children in the 5- to 
8-year age group. 

The book will build “watch con- 
sciousness” among youngsters and 
parents, and provide jewelers with a 
good-will builder and an unusual mer- 
chandising device. 

How to Tell Time will be published 
by Simon & Schuster for nationwide 
distribution on April 1. Advance 
copies are now in the hands of Gruen 
salesmen. Jewelers may contact these 
salesmen, or write to The Gruen 
Watch Co., 630 Fifth Avenue, N. Y. 


Oneida Offers Dealer Premium 
With Orders of New Stainless 


The Stainless division of Oneida 
Ltd. Silversmiths has announced a 
new line of top quality stainless. The 
line name is Oneidacraft Premier 
Stainless; it features a satin finish 
and correct balance, and is designed 
to compete with the finest domestic 
and imported stainless. 


_ 


As a premium to dealers placing 
minimum orders for the first pattern 
in the line, Shoreline, Oneida offers a 
free salad serving set in that pattern 
(see photograph). The set boasts 
satin-finished stainless handles and 
black nylon stubs. 
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Ronson Increases "66" Shaver 
Profit Structure for Dealers 


Herbert M. Stein, general sales 
manager for the Ronson Corp., has 
stated that: “With the Ronson ‘66’ 
Shaver now retailing at $28.50, trade 
channels have been furnished with the 
most profitable discount structure 
ever provided by any electric shaver 
marketed ... in the industry.” 

Old-inventory “66” shavers pres- 
ently in trade hands automatically in- 
crease in retail value, thus raising 
dealer profit margins, Stein pointed 
out. The Ronson “66” originally re- 
tailed at $23.50. 


Anchor Rogers Anchor 
Presents 4-for-3 Promotion 


International Silver Co. has a new 
national promotion for three sterling 
patterns, Old Charleston, Bridal Veil 
and Breton Rose in Anchor Rogers 
Anchor. 

From March 4 through April 12, 
each consumer buying three place set- 
tings in any of these patterns will get 
a fourth place setting free. Anyone 
buying six place settings will receive 
the seventh and eighth free, plus a 
free chest. 

Point-of-sale aids are available to 
dealers from approved wholesalers. 








Our best advertisement — 16,000 satisfied jewelers 


"Paid 
for itself 
in 
eight 
months.” 
S. T. Shaft 


Silvey’s, Inc. 


Waukegan, Ill. 
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jeweler 
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"Magic 8's’ Flatware Sale 
Launched by Reed & Barton 

Reed & Barton Silversmiths, Taun- 
ton, Mass., are offering a special sale 
on plated flatware this Spring. 


The offer provides that every 
jewelry store customer purchasing 
eight place-settings at the regular 


price of $88, receives eight free serv- 
ing pieces plus a free anti-tarnish 
“Provincial” chest (shown at right). 

Three patterns are featured in the 
promotion: “Dresden Rose,” “Festiv- 


ity,” and “Silver Blossoms.” Since 
the combined retail value of silver 
and chest is $125.25, the sale price 


permits dealers to offer a 56-piece set 
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plus chest at a saving of $37.25. 

Transportation costs will be paid 
by Reed & Barton for orders of three 
or more sets. Sales aids are available 


for the “Magic 8’s”’ promotion. 








6 West 48th Street 




















Wyler Watch Corp. Stages 
"Eiffel Tower’ Promotion 


“The watch that was dropped from 
the Eiffel Tower” is the theme of the 
Spring and graduation promotion now 
being presented to jewelers by the 
Wyler Watch Corp. 

To back this program, a mechanical 
display, showing a Wyler timepiece 
falling from the Paris landmark, has 
been developed for use in jewelers’ 
windows. Posters of Paris scenes, a 
contest, advertising films, TV spots 
and other dealer aids are offered. 


Rhea RS 





National advertising supports this 
promotion, and jewelers are able to 
reap the benefits of a special intro- 
ductory price offer. 


‘79th Celebration Series’ 
Is New Hamilton Promotion 


Hamilton Watch Co. has a new pro- 
motion campaign, known as the “79th 
Celebration Series.” 

Built around an outstanding group 
of watches retailing from $42 to $125, 
the program is planned to produce 
maximum profits for the dealer. 
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Hamilton has prepared a promotion 
kit to accompany shipments of jewel- 
ers’ orders. Watches will be packaged 
in an aluminum display tray (seen 
above), and shipped with plastic dis- 
plays, watch box display cards, win- 
dow streamers, newspaper mats and 
other sales aids. A full-color self- 
mailer is available, imprinted at a 
nominal charge. 

Additional information can be ob- 
tained from Hamilton area represen- 
tatives, or from Hamilton Watch Co., 
Lancaster, Pa. 
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Gorham Co. Sample Tubes 
Promote New Silver Polish 





As part of its promotion program 
for the new Gorham Silversmiths Pol- 
ish, the Gorham Co. of Providence has 
packaged one-ounce sample tubes with 
tabs for local imprint. 

The sample-size giveaways are of- 
fered to retailers at $4.95 per 100 
tubes, f.o.b. Providence. 


Feature Ring Gets Patent 
On New ‘Feature-Glo' Setting 


Henry Peterson, president of Fea- 
ture Ring Co., has been granted a 
U. S. patent (No. 2774231) for the 
“Feature-Glo” gem-on-gem setting for 
diamond rings. 

The gem-on-gem patent is on a 
method of setting small diamonds 
partially under a center diamond, cre- 
ating the illusion that the center stone 
is larger and more brilliant. 

Peterson anticipates that the new 
setting, together with consumer ad- 
vertising and promotion being 
planned by Feature Ring, will result 
in a vast increase in remounting jobs, 
particularly of diamonds ranging 
from 10 points to a carat. 


israel Creations, Inc. 
Issues New Gift Catalog 


The new catalog of Israel Crea- 
tions, Inc., 55 W. 42nd St., New York, 
is printed in a special green “Patina” 
ink which closely resembles the 
“Patina” oxidized finish of many of 
the Israeli giftware imports. 





The 52-page catalog shows over 
1000 giftware items made in numer- 
ous Israeli workshops. 


Lasko Strap Co. Issues 
New Catalog of Watch Straps 


A four-page catalog of watch straps 
has been issued by Lasko Strap Co., 
200 Hudson St., New York, makers 
of Neet watch straps. 

The line shown in the catalog con- 
sists of leather and nylon straps, with 
emphasis on the stylish leathers. 
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Gemex 'Colormate’ Watchbands 
Shown with Chapman Fashions 


The new Spring line of Gemex “Col- 
ormate” watchbands was formally 
introduced recently at a Ceil Chap- 
man fashion show in New York City. 
They received wide publicity in the 
nation’s press as a result. 

The “Colormates,” which are inter- 
changeable fashion accessories in col- 
ors to mix or match with any outfit, 
are available to retailers in the new 
Spring colors of greymist, snuff 
brown, powder puff blue, primrose 
yellow, orange crush and sparkle blue. 

The entire “Colormate” line comes 
in a variety of leathers, including: 





suede, kafalope, lizard, alligator, calf 
and patent leather. 

A display of ““Colormate” bands for 
Spring is available for counter or 
window display. The bands are priced 
at $2.95 each, retail. 

Seen above is the “Colormate” pres- 
entation at the Ceil Chapman fashion 
show in New York. 











Star Bright! 
Linde Stars* glow 
with an inner 
fire all their own 
... in heavenly 
settings of 14K 
White Gold 
inspirationally 
designed by 
Goldstein Gerson 
of New York 
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clusive designs of these 
leading manufacturing 
jewelers 





Untermeyer, Robbins & 
J. R. Wood & Sons, Inc. 
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Linde Stars are 
Union Carbide’s 
Chicago plant . . . cut and pol- 
ished for brilliance... carefully 
graded for quality and distrib- 
uted through Linde’s exclusive 
distributors. AND because Union 
Carbide’s unsurpassed quality 
controls assure the FINEST in 


Beautiful 
man-made in 


synthetic gems .. ask for 
LINDE Stars ... specify them 
on your order .. . be sure it 


appears on your invoice. 

You can count on these manu- 
facturers, the nation’s foremost 
manufacturing jewelers, who 
prefer LINDE Stars. 


Gevertz & Co., Ine. 

H. Glaser Co. 

Goldstein-Gerson Co. 

Green & Co., Jewelers, Inc. 

Benjamin & Edward J. 
Gross Co., Ine. 

Harry Guise 

Kahn & Co. 

Morris Kaplan and Sons 

Charles Koppel Ring Co. 

K. S. K. Jewelry Co., Inc. 

Mercury Ring Corp. 

Murray Perkel & Co., Inc. 

Samuel Platzer Co., Inc. 

Ss. & M. Jewelry Co. 

David Sarkin, Inc. 

William Schneider 

Seltzer Bros. 

Skalet Mfg. Co., Inc. 


Goodman and Company 
MINNEAPOLIS, MINN. 
Ostbye and Anderson 


ST. LOUIS, MO. 
Kinsley & Sons, Inc. 
OHIO 


Fratianne Mfg. Co. 
Swirsky Bros., Inc. 

The Victor Corp. 
PENNSYLVANIA 

Byard F. Brogan 

Helm and Hahn Co. 
NEW JERSEY 

Acme Ring Mfg. Co., Inc. 
Rond Diamond Co., Ine. 
Church & Company 

F. & F. Felaer, Inc. 
Jabel Ring Mfa. Co., Inc. 


Jones & Woodland Co., Inc. 


: CHARLES F. WINSON WORLDWIDE DISTRIBUTORS 


| SSO FIFTH AVENUE, NEW YORK 36 - COLUMBUS 55-2656 
“Linde is the registered trademark of Union Carbon & Carbide Corp. for these synthetic cems. 










































by Henry B. Fried 
JC-K Horological Consultant 


Principles of 
Self-Winding 
Watches 


© Before the introduction of Omega calibres 470 
and 500 and the ladies’ calibre 455 discussed last 
month, other Omega automatic watches used 
bumper springs to limit the motion of the oscillat- 
ing weight. 

These wound in only one direction. The newer 
models permit continuous and unlimited motion 
in either direction. Winding occurs however the 
oscillating weight happens to swing. 

Figure 1 shows an enlarged view of the new 
caiibre. Its diameter is 25.50 m/m or 1114 lignes 
(about one inch.) Some of its features are a mi- 
crometer regulator adjustment, a slotted steel 
head for the regulator key, permitting easy re- 
lease of the hairspring for disassembly. The fast 
train uses 19,800 vibrations an hour (514 per sec- 
ond, 330 a minute). The watch also has a large 
balance and barrel. You can remove the stem 
without loosening a detent screw. Also, the entire 
automatic device can be removed, a unit permit- 
ting quick and easier repairs to either the base 
movement or to the automatic device without un- 
necessary handling of either section. 

To take the movement from the case, two pe- 
ripheral case screws are removed after which the 
stem and crown must be taken out. The set lever 
is held down by aspring blade (shown in figure 2) 
and it pivots on an arbor, instead of a set lever 
screw. The exposed top of this arbor on the move- 
ment side is countersunk. To remove the stem, 
place a pointed tool in this countersink. A little 
pressure moves the set lever downward, permit- 
ting the stem and crown to be removed outward 


PLEASE TURN TO PAGE 160 
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FIGURE 1 


Omega calibre 470 automatic with full rotor 
action, 11% lignes, 25.50 millimeters. 


FIGURE 2 


By placing a pointed tool in the countersink 
of the detent arbor, the detent will be 
pushed outward and loosen the setting 
mechanism so that stem and crown may be 
removed. The set lever is contained by a 
leaf-spring shown above. 
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FIGURE 3 


In this calibre, the entire automatic device 
may be removed as a unit. The basic move- 
ment shows the arrangement of the sweep- 
second hand and the double ratchet wheel 


which permits complete separation of the 


manual winding from the automatic wind- 


ing operations. 
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Figure 4 


Arrangement and assembly of the automatic unit. A is 
the rotor. B is the gib-screw and C is the gib, which 
secures rotor to axle. D are the screws that fasten the 
entire unit to the base movement. E is the upper auto- 
matic bridge. F' is the rotor axle plate secured to the 
upper bridge by screws G. H is the driving gear for the 
ratchet wheel and 7 is the reduction gear. J is the pivoted 
reverser with its two enmeshed connecting wheels. A is 
the stop-click spring screw holding the stop-click spring L 
to the upper bridge. M is the stop click pivoting between 
the stopclick bridge N and the upper automatic bridge E. 
This is contained by the screw O. P is the lower auto- 
matic bridge fastened from its bottom to the upper bridge 


by the screws. 
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as shown in figure 2. As soon as the pressure on 
the set lever arbor is released, it will again assume 
its original position. After removing the stem and 
crown, the movement may be taken out of the 
case. 


The automatic device is removable as one inde- 
pendent unit by loosening the two screws shown 
in figure 3. This view shows the arrangement of 
the center-seconds device and the relative size of 
the balance and barrel to the movement’s diame- 
ter. The double ratchet wheel, which can also be 
seen in this view, will be explained in detail later. 


Should it be required to remove the barrel 
bridge, it will be necessary to remove the crown 
wheel due to the arrangement of the sweep second 
train. 


To Dismantle the Automatic Device 


In taking apart the automatic device, it is not 
necessary to release the power of the main spring 
since the double ratchet (coupling clutch) device 
restrains any minor resurge. The usual ratchet 
clickwork holds the lower ratchet in check. Figure 
4 will help you understand the instructions in dis- 
mantling the automatic device. The rotor A (os- 
cillating weight)* is released by removing the 
gib-screw B and the gib C. This will permit the 
rotor to be lifted outward. The rotor’s pinion is 
rigidly mounted to its underside, separated by a 
neck into which the gib C fits to retain the rotor 
in place. 


The screws D fasten the entire automatic unit 
to the base movement. FE is the automatic upper 
bridge. To take apart the rest of the automatic 
device, turn the unit over and remove the two 
screws Q. This will allow removal of the lower 
automatic bridge P and release for removal the 
driving gear H, the reduction wheel J and the re- 
verser J. The rotor axle and plate F’,, the stop click 
M and its bridge N with the spring K are attached 
to the under side of the upper automatic bridge 
E.. To remove the rotor axle and plate F’, remove 
the three screws G, only two of which are shown. 
Then remove the spring screw K and the spring 
L. Next remove the stop click bridge screw O and 
the click bridge N. This will permit removal of 
the stop click M, completing the dismantling of 
the automatic device unit. 


Assembling the unit should follow in the re- 
verse order of dismantling recommended above. 











* The term rotor when used instead of “Oscillating weight’ 
most often refers to the centrally pivoted mass that turns a full 
360° as differentiated from one (oscillating weight) that is con- 
tained by bumper springs. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





For ‘Value’, it's the 


MADE, SOLD, SERVICED BY AMERICANS 





From the turn of the starting knob to 
the completion of the watch record, 
WatchMaster engineering, quality con- 
struction and operating advantages com- 


bine to offer the utmost in value. 


Accuracy guaranteed to 1 part in 
100,000, gear-shift for odd-beat watches, 
removable microphone for testing clock 
rates, watchholder for cased or uncased 
watch movements and a hairspring vibra- 
tor are among the many WatchMaster 


features. 


As for dependable operation, low main- 
tenance cost and long life, ask anyone 


who uses a WatchMaster. 


These are but a few of the reasens why 
more WatchMasters have been sold and 
are being sold than all other watch-timing 


machines in the World, combined ... 


IT’S THE BEST 
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Eliminates all magnetic = 
See on —F— puathendetigieege 


effects in any watch or ae 
parts in “io second. 
15 times stronger than 


ordinary demagnetizers. 








American Time Products, Inc. 
580 Fifth Avenue, 
New York 36, N. Y. 





Gentlemen: 


[] Please arrange WatchMaster 
demonstration at my bench. 





No obligation of course. 


Please consider this as our order 
for one Elimag. 


[} Check in full enclosed ($24.75) 

[} Bill us $24.75 plus postage. 
State taxes (if any) extra 
Above prices U.S. A. only City, State 


Address 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


QUESTION: Have you a list 
of good books on clock repairing 
that have come out recently? 
Mine are about 50 years old. 
Next, do you have any records 
of the Wisconsin Institute of 
Horology? I bought part of 
their course some time ago. I 
wrote to the secretary of state 
of the state of Wisconsin and 
they told me that they had no 
record of this school. J. Landau, 
Bogata, N. J. 


ANSWER: The following 
good books on clock repairing 
are recent enough for your use: 

Clock Repairing, DeCarle, N. 
A. G. Press Ltd.; Clock and 
Watch Making and Repairing, 
Gazeley, D. Van Nostrand Co.; 
Modern Clocks, T. R. Robinson, 
N. A. G. Press. 

As for your 
the Wisconsin school, 


inquiry about 
I have 
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searched for you and found 
that in the November 1, 1912, 
issue of this magazine, there is 
an ad at the bottom of page 2336 
about the Wisconsin Institute of 
Horology. They were situated 
in the Stroh Building, Milwau- 
kee, Wis. They gave home 
courses in horology, engraving, 
and jewelry repair. They also 
had an attendance course as well 
as home study courses. The 
home study course consisted of 
43 lessons in print. For further 
information write to Mr. Al 
Loose, president of the Wiscon- 


sin Watchmakers Assoc., 4711 
Lisbon, Milwaukee, Wis. 
QUESTION: We have an 


“Alfab” buffing machine of the 
small portable type. This ma- 
chine takes spun glass filters and 
the filter I need is 10”x23”x1”. 
Unfortunately, I have not been 
able to contact the maker for a 
source of these filters which are 
made in different standard sizes. 
Would you therefore be in a po- 
sition to supply me with a source 
either through some jobber or 
manufacturer? I think that 
others might be in the situation 
as I. WRONA Jewelers, Woon- 
socket, R. I. 


ANSWER: By this time you 
should have heard from your 
jobber who has informed me 
that he can supply you with a 
replacement. Alfab is no longer 
made but replacements can al- 
ways be made to order by filter 
manufacturers. 


QUESTION: In the review 
of the foreign trade press you 
mention a replica of the Colum- 
bus Clock. Where can I get one 
or plans to make one? H. J. 
Tholen, Hays, Kansas. 


ANSWER: The review con- 
cerned an article in the Neue 
Uhrmacher Zeitung, August, 
1956, page 80. They did not give 
many particulars as to the ad- 
dress of the current maker. 
Blueprints for the making of 
such a clock can be had for $2 
from the Roberts Publishing Co. 










ot Denver, Colo. For more par- 
ticulars of this clock, Prof. W. 
I. Milham of Williamstown, 
Mass., wrote a treatise on this. 
It can be had for $1. It may 
seem strange, but as I write you, 
my own little Columbus clock 
which hangs nearby on a wall 
suddenly started to tick for no 
apparent reason at all. 


QUESTION: We have some 
stainless steel watch cases that 
require the holes for the spring 
brass drilled deeper. Please ad- 
vise where we may purchase a 
drill to do this job. Morris 
Jewelers, Waco, Texas. 


ANSWER: Any type of high 
speed drill will perform the job 
you want. Sometimes, the case 
lug has the hole drilled from the 
inside towards the outside and 
the hold is blind. To attempt to 
drill the hole deeper requires a 
long, thin drill that must be 
held at a small angle without 
scratching the bottom of the ad- 
joining lug. Sometimes it might 
be better to drill the hole 
through from the outside. If 
this leaves the case looking poor 
due to the hole showing on the 
outside of the lug, it can be 
plugged for appearance’s sake. 
Actually, your trouble might not 
be in the shallowness of the 
hole but rather in the quality of 
the lug you are using. Your 
watch supply house surely has 
the high speed drills you will 
need. 


QUESTION: In the past few 
weeks we have had three or 
four high priced “water-tight” 
watches returned because of 
condensation under the crystal 
and in one instance, this caused 
rusting of the hands. In each 
case, these were repaired in our 
shop and they did not show 
vaporization before. How can 
we overcome this? We are aware 
that extreme conditions and sud- 
den climatic changes will create 
such a condition, but these 
watches were not subject to 


such changes. We feel that our 
PLEASE TURN TO PAGE 164 
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Pittsburgh Products used in this modern, good-looking store are Prrrco® 
Store Front Metal, Carrara® Structural Glass, Pittsburgh Polished 
Plate Glass, Pittsburgh Mirrors and Hercurire® Plate Glass Doors. 


says C. Noble Lednum. Owner 


Lednum’s Jewelers, Cambridge, Maryland 


“Business has increased enormously,” 


after installation of new Pittsburgh Store Front 


“Since buying this building and 
remodeling it complete with Pitts- 
burgh Plate Glass Front, our busi- 
ness has increased enormously.” 
Everywhere in the country, mer- 
chants in all sorts of stores are 
talking about their new Pittsburgh 
Open-Vision Store Fronts—and the 
way these fronts are helping to 
build up new businesses and to 
improve old ones. Increases in busi- 
ness as high as 70% are not unusual 
modernization 


following a good 


GLASS ° 


PAINTS 


CHEMICALS 


with a smart Pittsburgh Store Front. 

And what helps one merchant 
will help others too—including you. 
If you havent recently remodeled 
or improved your store, you owe it 
to vourself and vour business to in- 
vestigate Pittsburgh Open-Vision 
Store Fronts. Just send in the con- 
venient coupon, and well be glad 
to give you more information on 
Pittsburgh Store Fronts and Pitts- 
burgh Products. There is no obliga- 
tion on your part. 


BRUSHES - PLASTICS FIBER GLASS 
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PITTSBURGH 


IN CANADA: CANADIAN PITTSBURGH 
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Pittsburgh Plate Glass Company 


Room 7209, 632 Fort Duquesne Bivd. 


Pittsburgh 22, Pa. 


Please send me a FREE copy of your 
store front booklet. 
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trade watchmaker may be re- 
sponsible. (Name withheld.) 

ANSWER: When  “water- 
proof watches” show condensa- 
tion, without subjection to very 
extremes in climatic conditions, 
it is a good sign that your 
watches are no longer water- 
proof. Exhaustive tests have 
proven that such watches actu- 
ally suck moisture in through 
their leaks. Usually, this takes 
place immediately after perspir- 
ation, or even after a single drop 
of water wets the case back or 
crown or crystal edge. 

The writer has often demon- 
strated with watches that have 
shown slight leaks with a test- 
ing machine. He has placed 
small drops of liquid at the 
leak spots and condensation 
resulted in all cases immediate- 
ly. Richard Slaugh, president 
of the Horological Institute of 
America and head watchmaker 
at the Hamilton Watch Com- 
pany, has carried on extensive 
experiments and research in this 
direction which also proves this 
point. 

This brings me up to a point 
which I have stressed whenever 
I get the opportunity. No one 
who repairs or even as much as 
opens a “water-proof” watch, re- 
gardless of its make or age, has 
any way of knowing whether 
that watch is still waterproof, 
unless he has a machine in which 
to test it. There are many such 
devices which are reasonable and 
efficient. To me it seems quite 
ridiculous to own a timing ma- 
chine, a watch cleaning machine 
and other gadgets, all useful of 
course, and yet not own and use 
a compression or vacuum tank 
to test a watch for watertight- 
ness. 

Once a waterproof watch has 
been opened, there is no other 
way to tell whether it is still 
waterproof. When a watch is 
opened, the gasket might have 
become torn, crimped, lost its 
elasticity and compressibility 
and thus no longer serves its 
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purpose. A garage mechanic 
would never think of replacing 
the same gasket after a repair. 

When the cause for leakage 
has been discovered, it will have 
to be corrected. Most often leak- 
age occurs at the crown gasket 
due to constant winding and of 
course, wear. Self-winding 
watches require less replace- 
ments at the crown position. 
Also, the crystal may develop 
cracks, may shrink and thus the 
bezel leaks air or moisture. The 
case back gasket also is another 
frequent point of leakage and a 
new gasket will need be used. 
Also, examine the case back 
where it compresses the gas- 
ket. Sometimes it is _ nicked, 
scratched or burred. This will 
cause it to tear at the gasket 
and prevent an even closure of 
the case. 

When replacing crowns or 
gaskets, some vaseline or “vari- 
lube” might help to keep the 
case back from grabbing the 
gasket and cause it to creep or 
wrinkle. This is also useful at 
the crown position. Clear crystal 
lacquer often helps when sealing 
in crystals. Should condensation 
occur with non-waterproof type 
of watch cases, it is due to their 
fit. Seal the crevices with lac- 
quer. 


QUESTION: When tighten- 
ing a cannon pinion on a lady’s 
watch how do you know when 
the pinion is tight enough on the 
center post? I used to make 
these just as tight as I did ona 
man’s wrist watch until most of 
my customers complained that 
they had too much trouble set- 
ting the hands. If I make them 
too loose, then the hands don’t 
turn at all. E. Thorens, Talla- 
hassee, Fla. 


ANSWER: Not only must 
the hands be easy to turn for 
the women’s watches but some- 
times a weaker set lever spring 
must be substituted or else the 
lady customer may break her 
nails in pulling out the stem. 
Crowns also must be of the type 


that can easily be gripped and 
able to turn or else they simply 
won’t wind up their watches 
fully and you have that old com- 
plaint of the watch not running 
for more than a few hours. 

A good test for cannon pinion 
tightness is to try to “feel” the 
sideshake of the minute wheel 
teeth between the leaves of the 
cannon pinion. If you can feel the 
minute wheel moving between 
two leaves of the cannon pinion 
then you know that there is suf- 
ficient resistance by the cannon 
pinion to the minute wheel. This 
resistance is also enough to al- 
low the center post to carry the 
cannon pinion and with it the 
minute wheel without slippage. 
Of course if you have a cannon 
pinion that is too tight, it might 
strip the minute wheel teeth. 
Don’t forget to always place a 
little oil on the center post be- 
fore replacing the cannon 
pinion. 


QUESTION: I have an alarm 
wrist watch in for repair and 
after assembling the watch, I 
find that it rings all the time. I 
see that the hook that stops the 
clapper is not touching it. I 
would like to bend it but I might 
break it. Also, it does not look 
bent. Are there any hints for 
repairing such a fault? 5S. 
Krause, Texarkana, Ark. 


ANSWER: Practically all 
alarm wrist watches work on the 
same principle as the alarm 
clocks. The hour wheel, also 
called the unlocking wheel, has a 
stud on its flat surface which 
rubs along the bottom of a cap 
or unlocking wheel holder. This 
cap has an opening in it so that 
when the stud of the hour wheel 
passes under it, it will pop up 
into this hole. A spring under 
the hour wheel is always push- 
ing up on the hour wheel so that 
when this stud coincides with 
the hole in the holder, it does 
jump up. Most often the spring 
underneath the hour wheel is 
bent at its extreme end and it is 

PLEASE TURN TO PAGE 167 
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BLACK & BLACKISH STONES (concluded from page 107) | “Invaluable to me” 


some obsidian flows, streaks are transformed to 
red-brown by masses of iron-oxide inclusions 
(hematite), and create the variety known as | 
“mahogany obsidian.” This material, too, comes 
from the American West and has been shipped | 
to Idar in some quantity. It appears in calibrated 
stones as well as in magnificent works of art, 
such as the miniature carvings for which Ger- 
many is again becoming known (Figs. 1 and 2). 
This material will sometimes have small bubble 
holes which no not detract from the carvings but 
are objectionable in the small stones | 
In Mexico (especially at the pyramids of Teo- | Jack Friedlander 
tihuacan) one will see masks and imitation Aztec | tee egg Sons 
carvings of “gold-sheen obsidian.” This flow ma- | ' ; : 
terial contains microscopic inclusions of “crystal- | or 
lites” arranged in definite directions. The re T_T 
flections from the surfaces come simultaneously, a : : e 
creating a golden reflecting plane in one direction. | o f t bi bi 
“Silver sheen” material is less abundant and | ro I a @, enjoya e 
shows a slightly finer pattern of crystallites. | 
Colorful, shiny “peacock obsidian” comes from 
both Mexico and the American West, and re- 
veals a similar phenomenon with variously sized 
crystallites in narrower and vari-colored bands. 
The luster, which can be seen only in bright 
light, ranges from blue to yellow, green and violet. 
Up to now this material has not been exported to 
Germany, so it is only beginning to appear in 
jewelry and carving. If enough proves available, 
it should eventually find wide use. Some difficulties 
stand in the way of acceptance. Uninformed peo- 
ple insist on large and bubble-free pieces, they 
cannot easily find the proper orientation for cut- 
ting, and they are confronted with a shortage of 
rough with broad streaks of color. All of these 


problems will take time and experience to solve. | Mr. Friedlander and Mr. Stahl are referring to 
the knowledge they gained from the G.I.A. 








George H. Stahi 
Pilcher Jewelry Co. 
Mexico, Mo. 















x * * 
ve | Diamond Training Program. They have found 
With this installment, we reach the end of our that expert diamond knowledge impresses cus- 
enumeration and description of the stones that tomers...that you “make the sale” when you 
have found general use in carvings, baroques, know what you are talking about. 
buff-tops, flats and cabochons. We suggest that | Are you limiting your earning power because 






your knowledge of diamonds isn’t what it 
should be? The G.I.A. offers home-training 
courses on diamond merchandising, grading, 


you keep the series for reference. An occasional 
stone may crop up that will not be recognized as 
having been described, particularly in amateur rare Pew 4 Sa ser 
jewelry, but in general everything in commercial SS ee ee ee eee 
; , that will help you toward higher income and 
supply has been covered in the series. More than greater prestige and professional standing. 
half the stones are varieties of quartz, so when 











And, the cost is moderate, just a few sales will 









you start to wonder about a stone, check off the pay for your training. So join the ranks of 
quartz varieties first. And remember, most stones today’s leading Jewelers and experience the 
owe their color to the presence of impurities. REWARD of KNOWING. Write today for 
Since the percentage of impurities varies, don’t complete information. 









insist that because a normally red stone is pink, 
or an orange stone brown, it has not been included 
somewhere in the articles. 















Henry Ford repaired over 200 watches before he was GEMOLOGICAL INSTITUTE OF AMERICA 
12 years old. Later, he worked for a jeweler. | 11940 San Vicente Bivd., Los Angeles 49, Calif. 
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WANT BETTER 


GOLD PLATING? 


Gold plating of small findings is our 
specialty. With our patented “Spectralloy 
Process” we can provide a more uniform, 
more durable plating for your small find- 
ings. 


This exclusive process deposits four 
metals in alloy with gold and the result 
is a harder, more lustrous finish. 


Why not call Spectranome on your next 
plating job? Better gold plating will 
make your product better. 





SPECTRANOME PLATING CO., INC. 


336 W. 13th STREET « N.Y. 14, N.Y. * AL 5-8677 














Are you a Cash Jeweler 


with a Problem? 
OUR LAST FIVE SALES NETTED OVER 1% 
MILLION DOLLARS IN CASH RECEIPTS 
If you are a fine jeweler who wishes to liquidate or turn surplus 
stock into cash, contact us and we WILL GUARANTEE RESULTS. 

We operate strictly on a commission basis. No preparation 
or other hidden charges. 

If you wish to sell outright, we are in a position to give in 
cash a top dollar offer and the added inducement of the 
prestige of our organization. 

Our files contain a list of the nation's finest jewelers whom 
we have served. 

Write, wire or phone collect 


HARVEY ROSS & CO. 


“Sales Promotion Specialists for Two Generations” 
32 West 39th St. LO. 4-5037 New York 18, N. Y. 











YOUR MOST > 
OF 10KT. AND 


- EARRI 


GOLD FILLED — 
EARRINGS | 


Sold Through Wholesalers Only — 


IMS Jewelry Manufacturing Co. 


256 LIBERTY ‘STREET, BLOOMFIELD, NEW JERSEY 
World's Largest Manufacturers of Quality Earrings 
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SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.TS. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 

Courses in Watchmaking, 
Jewelry Repairing. 
Bowman graduates pass the Certified Master 
Watchmaker tests of H. I. of A., or any State 
Board examinations. 

Highest authorities say, “E. T. S. is the bess 
school,” and the best jobs await Bowman 
graduates. 

Write for free book “Your Future and Our 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Engraving and 


John J. Bowman, 
Director 


Courses Approved for Korean and Other Veteraas 
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this that grabs the hammer or 
clapper. This spring is called the 
disconnector. 

Do not bend the disconnector 
spring unless you are certain 
that it is the thing to do. Why 
not examine the stud on the 
hour wheel? If it has become 
shorn, get a new one. If it has 
been depressed due to faulty as- 
sembly, it is possible to raise 
this with the correct pusher of 
the jeweling set. I suggest the 
jeweling set because this way 
you can control the amount that 
the stud is raised. 

If you raise it too far, you 
may cause it to break off, or else 
the friction caused by its going 
around against the holder cap 


will stop the watch. Again, it | 


will prevent the disconnector 
from working. There are only 
about ten different makes of 
alarm wrist watches now in use 
in this country. Practically all 
the importers of these have ser- 
vice bulletins. Some of these are 
A. Schild, Pierce, Medana (Roam- 
er) Movado, Langendorf, Vul- 
cain, LeCoultre, Venus, Jung- 
hans. Most of the other names 
might use one of these brands 
but with some special specifica- 
tions. 


QUESTION: Why should the 
genuine balance staffs I use 
break on the staking set? They 
shatter right at the balance seat. 
L. Munoz, Rochester, N. Y. 


ANSWER: Perhaps you are 
using the wrong punches. Some 
of these newer type riveting 
staffs have a deep riveting un- 
dercut. If you use the round- 
bottomed, hollow punch _ to 
spread the riveting, you are sup- 
plying a cleaving opportunity 
to the base of your staff and 
thus may shatter it. On many 
of these staffs, all you need is a 
flat-faced punch like the kind 
used for finishing. Also, make 
certain that your punches and 
holes are aligned perfectly and 
that the staking set platform 
or die is not nicked. As you 
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rivet your staff, keep turning the 
punch to equalize the pressures. 


QUESTION: Recently, my 
employer got in some new 
watches and when I opened one 
to look and inspect the move- 
ment, I noticed that the balance 
came without screws or even 
holes for the screws. When I 
timed it on the machine, it 
evened out pretty good. Is this 
something new and is it work- 


able? Harry Stansky, Provi- 


dence, R. I. 


ANSWER: Actually, a screw- 
less balance is better than one 
with screws when it can be 
made according to rigid specifica- 
tions. A balance without screws 
is larger, has its mass or great- 
est weight situated near the 
rim. It is stronger because it 


hasn’t got the screwholes to 
weaken it. Also, it is smooth so 
PLEASE TURN PAGE 
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UNBREAKABLE 


ALLOY 
WHITE 


MAINSPRINGS 
have been tested for 10,000* windings 
without breaking or showing fatigue 


Yes, there are many white- 
colored mainsprings but only one 
NIVAFLEX—already used in more 


than 30,000,000 watches. Look 
for these NIVAFLEX features. 


UNBREAKABLE — 

NIVAFLEX is 100% resistant to corrosives, 
including acid and salt water. Absolutely 
rustproof. 

ANTI-MAGNETIC — 

NIVAFLEX is not affected by thunderstorms 
or sudden temperature changes. 


WILL NOT SET — 
NIVAFLEX is fatigue-proof — stays at full 
strength even up to 10,000 windings. 


SPECIAL FEATURE! 


<p HR NIVAFLEX mainsprings 
can be inserted directly into 
| the barrel. No winder is 
needed. Simply place the re- 
taining ring against the bar- 


rel and push spring ovt. 














POPULAR SIZES AVAILABLE! 


129 most popular sizes plus 13 
Chronograph sizes at $5.75 per 
dozen, and 13 sizes for Auto- 
matics with bridles attached at 
$6.75 per dozen. 


AVAILABLE IN ASSORTMENTS! 


Cabinet 60-175. One each of 72 sizes for 
Swiss watches in 1-drawer Standard Steel 
Stack-up Cabinet with permanent index 
IIS sinciisnnesetcsisnsnrinaienatatiaclias $46.95 
Unit NV-I. Same as above only in card- 
board box. Includes indexes . $35.99 


Unit NV-II. 12 popular sizes for Chrono- 
graphs and Vulcain Cricket. Includes chart 
and indexes in cardboard cabinet $6 OO 


Unit NV-Ill. 12 popular Automatic Main- 
springs with bridles in cardboard cabinet 
with chart and indexes ............... $6.95 


Cabinet 60-188. The best 24 sizes in a 
handsome 24-partition leatherette cabinet 
complete with chart showing all the 


models the mainsprings will fit $11.95 











Sold only thru material supply houses. 


Write us or your material supply house for circular 


HAMMEL, RIGLANDER & CO., 


Box 100, Madison Square Sta 


New York 10.N. Y 

































*over 28 years in a watch used daily 
























H. P. Preis Engraving Machine Co. 
657 U. S. Highway 22 Hillside, N. J. | 


increase profits by 
Engraving your own Jewelry 
| STORE 
SHOP 


Special Multi-Grip . 

vise holds articles of 

any shape. Inexpensive 
Model CNP-J CNP-J Panto-Engraver @ 
cuts sharp and clean ine 


stainless steel, gold, silver, other metals. , 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto-Engraver .. . 

Cuts medallion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 
signs, etc. 


Model 39-5 


A Full Line 
of 

Engraving 
Equipment 


Accessories 


Write for complete details and prices. 
For immediate attention write directly 
to manufacturer below. Ask for 


TRADE MARK 
nearest 


representative. 








—— 


WATCH REPAIR. 





Dependable + Fast * Economical 


Over a Quarter-Century 


of Service 
” 


Watches Insured and Safeguarded 


Ti alliual todas ait ee ae 
€ 


All Work Watchmaster-Tested 
. 


Ask for Price List 
ay Lil em hal-| me @la- lt 


Cooper s Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 











WATERPROOF GASKETS 
by 


BOREL | 


« Write for full 
» information and | 
free samples. 


JULES BOREL & CO. 


1015 Walnut St. Kansas City, Mo. | 











50 Eldridge St., New York 2, N. Y 
Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 





tory of Bristol.” 
| house from Mr. Mitcheil in 1825 
| and paid for half the house with 
_ wooden clock movements priced 
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that it does not catch air cur- 
rents or dust particles in the 


e | screwslots. 
FACTORY~ 


It is easier to poise and thus 
time better in positions. It also 
holds its rate better. Actually, 
this is nothing new. Patek- 
Phillipe has been using balances 
without projecting screws and 
others are introducing these. 
If your watches time out well, 
you are better off without bal- 
ance screws, in watches of or- 
dinary construction. 


QUESTION: We have a cus- 
tomer who has an old wooden 
clock made by Ephraim Downs 
in Bristol, Conn. It was pur- 
chased in Chicago in 1823 with 
an all wooden movement except 
for one brass wheel. I would 
like to give my customer the 
names of some possible buyers 
for this clock and any informa- 
tion that you have on the maker. 


| Stockhill Jewelers, Sidney, Mon- 


tana. 


ANSWER: The Downs clock 
is fairly rare but I cannot tell 
you how much it is worth. You 
can tell by advertising it for 
sale to a group of clock collectors 
and finding out what the highest 
bidder will offer. Write to 
Bernard Brandt who edits the 
“Mart” for the National Asso- 


| ciation of Watch and Clock Col- 


lectors for particulars. His ad- 


_ dress is Montrose, N. Y. 


Ephraim Downs was born in 
1787 and died 1860. Father, 


_ David, mother Mary Chittenden 


Downs. Brother Hanson, a car- 
penter, made his cases. Brooks 
Palmer says Ephraim made a 


| horseback trip to Cincinnati in 


1816 together with Luman Wat- 


_ son. He married into the famous 
_clockmaking family of Silas 
_ Hoadley. One of his clocks, made 
| of wooden works, is pictured in 


“The Book of American Clocks.” 
His mill is pictured in the “His- 
He bought a 


at $3.50 each. He settled a law 
suit with Terry in 1830, retired 
in 1842. Was a good business- 
man and even kept going 
through the bad depression of 
1837. 


QUESTION: Is it acceptable 
trade practice to solder stems 
to loose crowns? A. J. Boston. 


ANSWER: No. Get the cor- 
rect crown for the stem. Sold- 
ering heat softens the stem, dis- 
colors the crown and raises the 
devil with the next watchmaker 
who tries to unscrew that crown. 


REVIEW OF THE 
FOREIGN TRADE PRESS 


Neue Uhrmacher Zeitung 
(Germany ) 

Article on Frankfurt and the 
international watch fair. Re- 
views of new watchmakers’ 
tools. One is a motorized ver- 
sion of a Jacot pivot lathe with 
adjustable laps which does away 
with the need of manipulating a 
hand burnisher with one hand 
and fiddle bowing the ferrule 
with the other. Marketed by 
Flume, a very large material 
supply house in Germany. The 
tool, or machine, looks very 
elaborate but also appears to be 
exceedingly efficient. Article by 
Alfred Martin on the lever es- 
capement, concentrating on the 
fork and roller action. A review 
of the new Kienzle 67/19 pin- 
lever automatic is printed with 
photographs of the exploded 
views. Poor paper stock spoils 
the educational effect of the ar- 
ticle’s photos. A good paper 
stock section on the Berne clock 
with excellent photos of the an- 
cient automata show. The Diehl 
electric kitchen clock with short- 
interval alarm is described with 
enthusiasm. Photos show a new 
reproduction, now being mar- 
keted, of an old clock, similar to 
our antique “Columbus Clock.” 
On the practical side, uses of the 
jeweler’s saw frame and saws 
are presented. There are many 
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advertisements of the German 
horological industry’s products. 


Deutsche Uhrmacher Zeitschrift 
(Stuttgart) (August - Sep- 
tember) 

A green sheet insert contain- 
ing practical hints to the watch- 
maker shows methods of remov- 
ing the recessed top rollers such 
as those used with the Incabloc 
and other shock-proof arrange- 
ments. These articles are ex- 
cerps from other sources. A 
notice of the new German Epora- 
Cal. 48 automatic shows none of 
its features. The Rollimat, the 
semi-automatic Jacot tool, con- 
tinues to draw interest. The 
Pivofix, illustrated in the British 
Journal, has a hand crank which 
activates a circular burnishing 
lap with dial gauge to show 
alignment. The Rollimat is only 
slightly less intricate but the 
general principle is the same. 
This tool continues to receive 
much notice in the German horo- 
logical press. Clocks in the Mun- 
chen museum are shown in good 
photos on glossy paper in the 
books of Bassermann - Jordon. 
Most of these clocks have al- 
ready been described in books, 
but the movements of some as- 
tronomical clocks have not been 
pictured before. A good descrip- 
tion of the clock-striking fea- 
tures of the Berthoud clock, 
with illustrations and drawings, 
makes up a page article. A re- 
print of an article on oscillos- 
copy by the Swiss educator 
Borer is also included. An article 
on quality control of microme- 
chanisms precedes one on the 
pin-pallet escapement as used 
in clocks. This shows a geo- 
metric layout of the escapement, 
and features the cone pivot as- 
sociated with American pin 
levers. A review of the Junghans 
1/10th second timer already de- 
scribed in an English publica- 
tion. The Kienzle pin lever auto- 
matic also previously described 
in another German publication 
shows the escapement features. 
Unusual is the fact that the pin 
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of the pallets is D-shaped, not 
unlike the one employed by De- 
Long, in some rare examples of 
lever escapements made only a 
few decades ago by Illinois 
Watch Co. This watch (Kienzle) 
is 1234 lignes, 19 jewels. The 
watch has the name of Volks- 
automatic (folks automatic) or 
‘watch for the plain man.” A 
report of watch crystal shapes 


or curves and sight makes up > 
Prof. | 


part of an article by 
Roeper. Illustrations accom- 


panying a two-page article on | 


the Graham dead-beat (clock) 
escapement, resemble closely 
drawings in the book recently re- 
viewed (Clock and Watch Es- 


capements-Gazeley) but include | 
some original drawings on the | 
repair of the Graham. Another | 


pivot - polishing machine, the 


Rollifit, selling for 245 DM, is | 


shown. A new bench design 
marketed by Flume, 
German watch 


outwardly braced thin legs. The 
drawers start 18 inches above 
the floor, and the watchmaker 
sits at the contour-shaped bench 
so that his elbows, if held at a 


line with his body, rest on each | 


wing of the bench. 


Another photo shows a tool | 
for winding up self - winding | 


watches. There are numerous 
such devices in use in the U.S.A. 
which wind up watches needing 
regulation or tests. An article 
by George Barbe shows that the 
milling attachment to the lathe 
can be used to polish the surface 
of clock and watch wheels. This 
operation is actually best done 
with the transverse grinder as 
this tool is more sensitive and 
less likely to warp, 
“catch” the wheel. The “Chrono- 
Blitz,” an oscilloscope used for 
detecting watch ills, makes up 
another feature of this issue. 
The same item in this country 
has not caught on. Also an article 
on the use of the electronic mi- 
croscope and photos of metallic 
oxides. 
Henry B. Fried 





largest | 
supply house, | 
shows a modern bench with four | 





bend or | 
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Repeated tests by a leading 
Swiss Horology Laboratory have 
proved these oils possess ex- 
traordinary stability under ex- 
treme temperature, from 180 
degrees to 0 degrees Fahrenheit. 
Will not gum or spread. Perfect 
lubrication is insured over very 
- long periods. The true crafts 

men will always insist on 
Microtime Oils. 


These oils are prepared in four 
viscosity grades: 

Type A—Ultra Light 

Type C—Light 

Type F—Medium 

Type H—Heavy 

The Very Finest — Imported 
from England 


Order from Your Newall Jobber 


Microtime 
Watch and Clock 
Oils 


























Largest selection 
of quality Stop- 
watches and 
Chronographs in 
America. Quick 
service for jewelers. 


~ SSS] ALL MAKES REPAIRED 
WRITE TODAY FOR CATALOG 


M. DUCOMMUN (CO. 


580 Fifth Ave., NEW YORK 36 











WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
Students may enroll at any time of the year 











JEWELITE PROMOTION OF THE MONTH 


a genuine alligator wrist watch strap — 
guaranteed 100% first quality . . . packaged 
6 to an attractive display card ... 
$7.50 per dozen . . . Retailers’ Cost 
Send name of your wholesaler or material heuse. 


manufactured by 


J. L. POPOWICH AND SON 
802 Sansom Street Philadelphia 7, Pa. 

















































CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED" —Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 


tional words 25 cents per word. 


“HELP WANTED"—"LINES WANTED"—and “SIDE LINES"—-Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


© Name, Address, Initials and Abbrevia- 
tions count as words. 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 


® No Agency Commission. 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





Situations Wanted 





BOOKKEEPER, highly capable and ex- 
perienced ; seeking responsible position. 
Address “S., 2813,” care of JC-K. 

WATCHMAKER, 10 years’ retail experi- 
ence, desires position with growing firm; 
bulova graduate; excellent reference. 
Address “C., 2769,’ care of JC-K. 

WATCHMAKER, first class, experienced, 
married, sober, $75.00 wk: southern 
California. Address ‘“M., 2795,” care of 
JC-K 








EXPERIENCED salesman, top references, 
desires manufacturers line for Tennes- 
see and Kentucky. Address “S., 2812,” 
care of JC-K. 


SALESMAN—southern states, would like 
an established line on commission: pre- 
fer fine gold jewelry. Address “R., 2799,” 
care of JC-K. 


MFG. jeweler-engraver; 14 years’ experi- 
ence, desires opportunity in store or 
shop; make offer in first letter. Ad- 
dress “M., 2791,” care of JC-K. 

MANUFACTURING jeweler; 11 years of 
sales, factory and office experience de- 
sires position with present and future. 
Address “S., 2743," care of JC-K. 


DIAMOND expert assorter, appraiser 
seeks position with reputable diamond 
house, excellent references; preferably 
New York City. Address “G., 278,” care 
of JC-K. 


MANAGER-sales and office; thorough 
knowledge and experience jewelry man- 
ufacturing and buying loose diamonds 
and setting up rings; excellent refer- 
ences. Address “F.., 280,” care of JC-K. 


AGGRESSIVE salesman, retail, 33, 5 yrs.’ 
experience all phases jewelry: selling, 
decorating, some gemological training, 
west coast preferred. Address “F., 
2773,” care of JC-K. 

SALESMAN; strong experience; broad 
background in cash credit operations; 
accomplished watchmaker; New 
City or vicinity. Address “L., 2 
care of JC-K. 









































YOUNG family man; 35; desires change; 
experienced in all phases of retail jewel- 
ry business including repair; 11 years 
with present firm; midwest preferred. 
Address “L., 2760,” care of JC-K. 


JEWELER, 12 years’ experience on 
stamped platinum, light hand made 
gold, specials and some repairing, wishes 
position; moderate salary. Address 
“283,” care of JC-K. 


WATCHMAKER, jewelry repairman; 15 
years’ experience; looking for perma- 
nent position; willing to relocate any- 
where; have experience in managing 
small retail store. Address “2775,” care 
of JC-K. 


WATCHMAKER, experienced, HIA certi- 
fied, state licensed by examination; 40 
years old, steady, dependable, married ; 
wishes position in southeastern Texas 
or southern Florida. Address “A., 2780,” 
care of JC-K. 














DIAMOND, assorter and appraiser; ex- 
perienced in mounting rings, fill orders; 
number of years with large ring manu- 
facturer; references; New York City 
8 thom Address “P., 281,” care of 





ADMINISTRATIVE or sales experience ; 
jewelry diamond setter 10 yrs; seven 
yrs own shop; extensive knowledge dia- 
monds and all phases manufacturing: 
eee. 31. Address “284,” care of 
C-K. 


MANAGER ; thoroughly experienced every 
facet successful retail operation; im- 
mediate availability reputable New Jer- 
sey chain; $150 weekly plus attractive 
ae Address “S., 2757,” care of 


COMBINATION jeweler, diamond setter, 
and engraver and watchmaker, 32 years 
of age, lifetime experience in all these 
fields, sober, have family, will travel: 
south preferred. Address “A., 2744,” 
care of JC- 


SUCCESSFUL credit manager; strong 
closer; outstanding collection and in- 
vestigation correspondent: enviable 
knowledge retail jewelry business; well 
worth your immediate attention. Ad- 
dress “S., 2752,” care of JC-K. 
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POPULAR nationally acquainted sales- 
man currently employed prominent store 
would resume extensive travel with 
better portable diamond line; enviable 
merchandising faculties. Address ‘“S., 
2771,” care of JC-K. 


BOOKKEEPER, female; many years’ ex- 
perience full charge, executive secre- 
tary, expert stenographer, typist, as- 
sistant employer diamond jewelry stock 
inventory trustworthy, personable, ref- 
erence. Address “G., 267,’’ care of JC-K. 


YOUNG college graduate desires position 
traveling for better type jewelry manu- 
facturer or wholesaler; over ten years’ 
retail jewelry store experience in high 
class store. Address “A., 2697,” care of 
J : 














EFFICIENT, personable, mature young 
lady experienced in merchandising, pro- 
duction, buying, selling and styling of 
wedding and engagement rings; able to 
manage office, seeks connection with a 
progressive firm; finest references. Ad- 
dress “K., 2759,” care of JC-K. 


WATCHMAKER, clock repairs and light 
jewelry repairing, estimating and sales; 
36 years old, married, dependable, pres- 
ently employed; seeking permanent 
position with better opportunities; wish 
to relocate. Address “M., 2683,” care 
of JC-K. 


ASSISTANT manager or salesman look- 
ing for good future with progressive 
cash type or middle of the road credit 
jewelry store; age 31, married; experi- 
enced all phases of cash and credit 
store operation. Address “L., 2790,”’ care 
of JC-K. 


EXPERIENCED retail watch, diamond, 
jewelry, and silverware salesman with 
managerial qualifications desires to be- 
come associated with high type retail 
jeweler in western Pennsylvania or 
Ohio area, offering management oppor- 
tunities. Address “L., 2785,” care of 
J ‘ 

















WATCHMAKER;: 30 years’ experience, 
exceptional good mechanic, all kinds of 
complicated watches; temperate, single, 
honest, reliable, R. R. inspection, 4 
years with Tiffany; finest references; 
wants position with fine store; salary 
$125 per week. Address “282,” care of 
JC-K. 





DIAMOND buyer, merchandising; 
thorough knowledge of diamonds, 
mountings, watches, general jewel- 
ry; years of selling experience; lo- 
cation preference; Dallas, Atlanta, 
Florida or South; Salary $15,000 
plus; Address “G., 270,” care of 
JC-K. 


EXPERIENCED manufacturers sales rep- 
resentative of watches, diamond rings, 
and silverware, with executive experi- 
ence, desires to become associated with 
established concern offering permanent 
marketing or administrative opportu- 
nity; or sales position, preferably in 
Pennsylvania-Ohio area. Address “L., 
2786,"" care of JC-K 


WATCHMAKER wants permanent posi- 
tion with highest type cash jewelry 
store ; long years of unusual experience ; 
capable, especially on Patek Phillippe; 
Le Coultre and all other finer grades; 
excellent references; customer contacts 
not desired: salary $125 weekly min- 
imum. Address “D., 2624,” care of 
JC-K. ators 

SALESMAN, manager; 32, married, 3 
children, neat executive type, person- 
able, hard worker; 11 years’ experience 
in all phases of retail jewelry including 
buying of all type merchandise; desires 
position with fine calibre firm, retail or 
wholesale; would be an asset in any 
capacity ; finest references; living in St. 
Louis but would relocate for excellent 
position. Address “Box #K., 2781,” 
care of JC-K. 











Lines Wanted 





SALESMAN: 15 years’ experience selling 
jewelry jobbers watch bands in New En- 
gland, New York, New Jersey, Phila- 
delphia and the south; what have you 
to offer? Address “H., 2728,” care of 
JC-K. 


$$ eee 





THE JEWELERS’ CIRCULAR-KEYSTONE 








SALESMAN, excellent following best 
jewelry stores eastern territory: New 
York, New Jersey, Pennsylvania, Mary- 
land, Washington, D. C., seeks side line 
top ‘brand watches : travel by alarm 
ones car. Address “C,, 276,” care 





E XPERIENCED salesman, 15 years fol- 
lowing among Pacific Coast wholesale 
jewelers and costume wholesalers, de- 
sires well established line of better 
costume jewelry on commission basis; 
pe rsonal interview in March. Address 
“N., 2768,” care of JC-K. 





AGGRESSIVE salesman, 12 5 years dia- 
mond selling experience, large fol- 
lowing, desires to represent well 
established manufacturer, calling on 


retailers in California, Oregon, 
Washington, Idaho, Nevada. Ad- 
dress, “CG. 2746,” ” care of jC- K. 








SALESMAN; ten years experience sell- 
ing to retail jewelers in Metropoli- 
tan Chicago area, seeks new asso- 
ciation representing well-established 
manufacturer (s) or wholesaler in 
this area only; address Circular 339, 
JC-K, 360 No. Michigan Ave., Chi- 
cago 1, Tl. 


TOP southe ‘rn salesman desires top line: 





prefers jobber and chain line; well 
known and respected in the territory ; 
can produce volume; he knows who's 


who in jewelry and allied fields, and his 
acceptance in the retail outlets is sec- 
ond to none; will be in East and avail- 
able for interv iews. Address “K., 2681,” 
care of JC-K 


MANUFAC TURER representative, well 
know in Michigan, Attention; manu- 
facturers, importers, exporters, and 
jobbers, hot items for all outlets, 
may be packaged or in bulk, close- 
outs, or what have you, must know 
quantity, prices, description; selling 
to catalogue houses, wholesalers, 
distributors; let me be your house 
account salesman. Address “W., 
2745, ” eare of JC-K. 

TOP notch sales representative; avail- 
able at once; one of the outstand- 
ing names on the road; 30 years 
selling to the jobber, credit, large 
retail and department stores and all 
other types of outlets; has most 
powerful connections in the coun- 





try; desires solid gold platinum, 
diamond lines, traveling clocks, 
watches, promotion merchandise 


and emblem lines; if you have a 
strong line, this is an excellent op- 
portunity; commission basis; please 
contact me. Address “I., 2816,” 
care of JC-K. 


Side Lines 








SALESMAN wanted by manufacturer of 
better line costume jewelry for Chicago 
and vicinity ; high commission: write in 
full. Address “D., 2807,” care of JC-K. 

: SALESMAN calling on retail Jewelry 
stores, Ohio, Indiana, Michigan, Penn- 
sylvania to carry sideline of Anson and 
other selected items. Address ‘“‘M., 2748,” 
care of JC-K 





SALESMAN covering greater Chicago to 
handle manufacturer's line of 14K move- 
able charms; priced right for bigger 
po Ki catalog. Address ‘“‘M., 2811,’’ care 
of ‘ 


EXPERIENCED salesman wanted for 
14Kt. and platinum bracelets and 
attachments for New York and im- 
mediate surrounding area. Address 
“F., 2770,” care of JC-K. 














SALESMAN covering greater Chicago, 
to handle manufacturers line of 14 
Karat movable charms; priced 
right for bigger users; catalogue. 


Address “M., 2794,” care of JC-K. 


EXPERIENCED salesman for compact 
outstanding gold wedding ring line; we 
have national following from annual 
country - wide catalogue distribution; 
Chicago area; Address, “K., 2751,” care 
of JC-K. 











SALESMAN to carry sideline of manufac- 
turers line of sensational new wedding 
rings for jewelry stores; liberal commis- 
sion; all territories open; all replies 
confidential. Address L., 2778, care of 


SALESMEN » 2, nationally advertised line 
of fine w ‘rist watch straps; sold to 
wholesalers, material houses, watch im- 
porters, jobbers, midwest from Chicago; 
Southwest, also open Address “P., 
2742,” care of JC-K. 


SALESMEN with established territory 
for popular priced stone rings, and 
diamond line; commission; state ex- 
perience, territory and references. 
Schwartz Jewelry Co., Inc., 850 Elk 
Street, Buffalo 10, N. Y. 





—_—— 


ESTABLISHED saieeneaiiis “ihn keep 
your present line; increase your in- 
come up to $150.00 a week; con- 
tact National Sales Enterprises, 703 
W. Wendover, Greensboro, North 
Carolina. 


SALESMAN, 


fine ladies’ 





to carry Mfrs. line of 
gold filled and sterling 
silver jewelry; calling on better re- 
tailers, department stores and 
chains; write full particulars, ref- 
erences, age, and territory desired. 
Address —_ 2741,” eare of JC-K. 


SALESMEN with credit jewelry following, 
newest, fastest, exclusive selling deal in 








the country today; good commissions; 
excellent repeat business; small sample 
case, many territories open; state ex- 


and references. Ad- 
Inc., 665 Fifth Ave., 
Y., Suite 601. 


SALESMEN wanted by importer of low- 
priced very attractive German precision 
camera, available in 6 beautiful color 
combinations; calling on jewelry, de- 
partment, giftstores, chains, catalogue, 
mailorder and premium houses. Address 
care of Everite Import Co., “— Fifth 
Ave., Suite 1206, New York i7, N ma ae 


perience, territory 
dress Genie Gems, 
New York 22, N. 








SALESMEN for fine watch billie ta re- 
tails from $71.50, calling on quality 
jeweler; protected territories avail- 
able; draw against commission; only 
those with excellent references need 
apply; complete information first 
letter. Address “F., 2680,” care of 
JC-K. 


SALESMAN, well known old establish- 
ed watch importer wants capable 
experienced salesman to carry as a 
side line for mid-west territory pref- 
erable one living in mid-west area; 
liberal commission and bonus ar- 
rangement for right party; write 
experience and qualifications. Ad- 


dress “S., 2809,” care of JC-K. 








REPRESENTATIVE: to call on jew elers 
with our line of ladies’ and men’s 3 14Kt. 
gold overlay jewelry in towns not now 
covered by our own sales force; desire 
a man with an established territory 
carrying a non-conflicting line ;: commis- 
sion basis; give complete information 
as to pot nts territory and lines 
now carried ; references required. Krem- 
— . Co., 49 Chestnut Street, Newark, 
3, Be. de 





FOR MARCH, 1957 




















































SALESMAN;; retail jewelry; establish- 
ed and reliable importer wants live 
wire men to call on retail jewelers 
only with a pocket size tray of 
fashion watches; styled and priced 
for the retail jeweler; very fast sell- 
ing line; not a time consumer; very 
liberal commission ; steady reorders ; 
this side line can pay your ex- 
penses if handled properly. Address 
“R., 2789,” care of JC-K. 


mmm 
Help Wanted 


A-1 watchmakers ; 
Address “T., 





per- 


WANTED, two 
1460,” 


centage basis eans 
care of JC-K 


WwW WANTED a 1 jew weler w ho cz can repair and 
set stones. Address “P., 2758,” care of 
C-K. 


WANTED; A-l jeweler, who can repair 

















and set stones. Address “V., 1461,” care 
of JC-K. 

CLERKS: Experienced for ‘Order Depart- 
ment, large New York ring manufac- 
turer; good opportunity. Address “H., 
2762,” care of JC-K. 

JEWELER, age 30 or over, one with 
ability of manufacturing and taking 
charge; good wages and a fine future; 
write in detail. Address “S., 2754,” care 
of JC-K 





SALESMAN: New York city ares to rep- 
resent manufacturer of fine 14K men’s 
and ladies’ jewelry ; fant, ob opportun- 
ity for right man; Chas. Gold & Co., 36 
West 47th St., New York 36. 


EXPERIENCED diamond assorter and as- 
sistant buyer; permanent position with 
prominent diamond ring manufacturer 
in New York; Address “K., 2747,” care 
of JC-K. 


TOP salesman 











wanted, now calling on 
dept. stores; by manufacturer of nation- 
ally distributed line of gold and gold 
filled jewelry ; excellent opportunity. Ad- 
dress ‘286,’ care of JC-K. 











PERMANENT positions available immedi- 
ately for top men, in credit operation. 
Midwest chain wants Managers and 
Asst. Managers. State all in first letter. 
Address “B., 2764,” care of JC-K. 


YOUNG man; Knowledge of ‘watchmaking : 
capable of waiting on trade, estimating 
repair work; permanent position, fine 
Connecticut suburban store. Address , @ 
2804,” care of JC-K. 


WATCHMAKER: must. “furnish: “best of 
references as to w orkmanship and char- 








acter for situation in Toledo, Ohio: state 
experience and ey. Address “A., 
2805,” care of JC-K 


S AL ESMAN to represent . a - manufacturer 
of wedding rings, etc., with a non- 
conflicting line ; territory seuthern part; 
strictly commission basis; write in de- 
tail. Address “S., 2755,” care of JC-K. 


DIAMOND assorter one year experi- 
ence acceptable, male or female; 
chance for advancement; diamond 
importers and cutters. Telephone: 
JU 2-2566. 

SALESMAN wanted by manufacturer of 


14K. ladies’ pearl rings, gents’ stone 
rings, new line of charms, discs, calen- 














dars, also ladies’ and gents’ stone 
mountings. Address “K., 279,” care of 
JC-K. 
MANAGER. salesman : fine New York 


jewelry department; must have sales 


ability and jewelry experience: salary 
plus commission; give information in 
Address “M., 2736,” care of 


detail. 
JC-K. 





WELL known manufac turer of high grade 
rhinestone boxed chain line seeks repre- 
sentatives with following among jewel- 
ry, gift and department stores; all ter- 
ritories ; 15% commission. Address “A.., 
2596,” care of JC-K. 





(Continued on page 172 











































































(Continued from page 17 l) 


WATCHMAKER, experienced ; five day 
week; ideal working conditions in 
Northern Ohio city, permanent job; 
State age, experience, salary expected, 
- oe: letter. Address “R., 2165,” care 
oO ‘ 


WATCHMAKER for permanent posi- 
tion with old reliable midwestern 
firm, City of 30,000. Please state 
age, experience, salary expected, 
and give references in first a 
Address “‘J., 3166," care a jC-K 


SALESMAN living in Indiana. or Ohio to 
travel in Indiana, Ohio and Kentucky ; 
nationally known lines; bands, straps, 
material and better jewelry ; good draw 
and commission. Write Mr. Paul, 801 
Metropolitan Bidg., 33 John R., Detroit 
26, Mich, 

JEWELRY SALESMEN, retail follow- 
ing; compact money making line; 
sell manufacturer’s line o1 14K 
charms, earrings, calendars and 
discs; individual states available, if 
desired. Address “*R., 2803,” care 
of JC-K. 











SALESMAN for retail credit jewelry store ; 
must be capable, fast moving, under- 
stand window-trimming ; top salary and 
very good future for the right man; 
send photo and complete resume of ex- 
perience for the past ten years. Address 
Kirk Jewelers, 220 West Main Street, 
Lexington, Kentucky. 





SALESMAN to cover matiiieen size cities 
within approximately 300 mile radius of 
St. Louis; want man to call on depart- 
ment stores, jewelers and gift shops to 
devote entire time to our line of silver- 
ware and giftware; substantial drawing 
against commission. Address ‘“‘C., 2756,” 
care of JC-K 

MIDWEST salesman wanted by well 
known manufacturer of diamond 
ring mountings and engraved wed- 
ding rings selling to wholesalers 
and chains; this is a long established 
line offering excellent opportunity 
to the right man. Address “A., 
2782,” care of JC-K 


CLOCK IM P O R T E R, “established, 
rated, wants representative New 
England, nearby territory, also 
southern states, excellent companion 
line for experienced man calling on 
jewelers, chains, jobbers, depart- 
ment stores, complete details, ref- 
erences first letter. Address “K., 


2779.” care of JC-K. 


SAL ESMEN wanted for southern terri- 
tory; Alabama, Georgia, Florida, 
North & South Carolina, Kentucky, 
Tennessee, Virginia, Maryland; 
representing a nationally accepted 
watch line; can be a profitable side 
line; write experience, qualifica- 
tions; commission basis. Lathin 


Watch Co., 580 Fifth Ave., N. Y. 36. 
ASSISTANT STORE MANAGERS, 2. 


wanted by an aggressive credit jew- 
elry store; top opportunity to be- 
come store managers: write at once 
in confidence, your past experience 
and salary desired; a personal inter- 
view can be arranged: Ed Freed, 
Alpert’s, 111 East Water Street. 
Elmira, Ms. Be 


WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions: 
excellent working conditions: high pay; 
state age, experience. People’s Watch 
Repair Company, 120 Summit § S&t., 
Toledo, Ohio. 














YOUNG man, with fair to good education 
to sell an established line (since 1926) 
to dept. stores and jewelry stores in 
about 8 states in the lIllinois area; 
salary $4,500. per year to start plus 
commission and traveling expenses; 
must have car and be willing to make 
trips of two weeks duration ; apply, giv- 
ing detail qualifications. Address ey 
2798,” care of JC-K. 


SALESMEN: Nationally known n diamond 
ring house adding to our sales organiza- 
tion. Have open territories South, Cen- 
tral Middle West, Southwest, and New 
England. Men with established retail 
jewelry store following need apply. $10,- 
000.00 drawing account against commis- 
sion. Give detailed antecedents in first 
letter. Our men know of this ad. All 
information kept in strict confidence. 
Address “R., 2761,” care of JC-K. 





STORE MANAGER: enocosstal ‘retail 
jewelry chain in Chicago area has 
a permanent position open to man- 
age high volume credit jewelry 
store; salary based on drawing and 
percentage of sales or profits; age 
25 to 45; annual contract if desired; 
state history last ten years, recent 
annual earnings and salary ex- 
pected; all replies confidential. Ad- 
dress “R., 2777,” care of JC-K. 


IMMEDIATE opening for better than 
average credit jewelry salesman to as- 
sist owner of medium sized store that 
is growing; good salary plus commis- 
sion; good hours and congenial work- 
ing condition in pleasant community 
1% hours from Manhattan; if you are 
ambitious and interested in a genuine 
opportunity for management and event- 
ual part ownership, write complete de- 
tails in confidence to Saniel’s Jewel Box, 
270 Main St., Poughkeepsie, New York. 





SALESMAN WANTED: leading manufac- 
turer of sterling silver serving pieces, 
and hollowware has open territories, 
with exception of northeast coast area; 
men of high calibre wanted with follow- 
ing and experience in the silver field, 
calling on jewelry & gift shops, jobbers, 
and department stores; reply, giving 
full particulars, experience and refer- 
ences; excellent opportunity and liberal 
commissions. Address “A., 2788,’’ care of 
JC-K. 





WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail department 
chains in the country; employee dis- 
count, group hospitalization plan, excel- 
lent future for person with pleasing per- 
sonality and willing to assume responsi- 
bility; positions opened in the east, 
south, midwest and southwest. Address 
Circular 336, 360 N. Michigan Ave., 
(Caicago Re Illinois. 


$10, 000 ANNUALLY; , that’ s wien we're 
anxious to pay a top store manager ; 
but he must be tops in sales, credit 
and administrative ability; write at 
once in complete confidence your 
full experience, family status, salary 
record, enclose a photo if possible; 
if you’re looking for an unusually 
bright future with a growing credit 
jewelry firm in upper New York 
State; Address “A., 2685,” care of 
JC-K. 


GENERAL MANAGER; Unusual op- 
portunity for qualified individual to 
supervise a chain of retail install- 
ment stores, outside state of New 
York; to do actual buying of dia- 
monds, watches, jewelry and pro- 
motional merchandise; salary five 
figures, plus commission on volume 
of sales or profit; in your reply 
state experience, salary desired, and 
actual earnings for 1955; replies 
will be held confidential, and prin- 
cipal of the corporation will contact 
you by phone. Address “R., 2776,” 
eare of JC-K. 














JEWELRY salesman, retail following, 
compact money-making line, sell patent- 
ed Vari-Gem gold stone rings; only line 
where retailer himself can interchange 
and securely reset a variety of birth- 
stones and onyx stones in a Vari-Gem 
ring in 60 seconds : dynamic sales pro- 
ducing promotion program; excellent 
commission; territories open; Illinois, 
Michigan, Ohjo, New York State, Con- 
necticut, New York City, New Jersey, 
Pennsylvania, Maryland, Washington, 
Db. C., Virginia, West Virginia, Texas 
and Louisiana; protected territories; 
supply refe ‘rences and experience; con- 
fidential; David Pfeffer Co., Inc., 106 
Fulton Street, New York, New York. 


TWO ‘LUCRATIVE TERRITORIES; 
Ohio resident: for Ohio, southern 
Indiana, Kentucky, West Virginia; 
southern resident; for Florida, 
Georgia, Alabama, Tennessee and 
Carolinas; wanted by established 
importer of optical merchandise 
sold through photographic and 
sporting goods stores as well as de- 
partments; fulltime coverage of 
territory required; extensive road 
travel, must own late model car; 
excellent opportunity which offers 
a worthwhile drawing account after 
short trial period; rush complete 
resume to: K. P. Fisher, Scope In- 
strument Corp.; Scope Building, 
Mamaroneck, New York. 





remem min soni mma ee mam 
For Sale 


Stores, Stocks and Businesses 





CLOCK repair service and sales in New 
York City; volume trade business, long 
established; must sell, owner retiring. 
Address “285,” care of J 

MODERN cash 
pairs, clean stock: 


— $e 


jewelry store, ample re- 
established 32 years 








in Watertown, N. Y. Address “M., 2774,” 
care of JC-K 
MODERN jewelry store; established 35 


years in central California city; large 
repair business; will sell for inventory ; 
fixtures free. Address “E., 2808," care 
of JC-K. 

FAST growing , neighborhood Jewelry Store 
for sale in Detroit Suburb, modern fix- 
tures, clean stock, low rent. Price, 
$3,500.00. Owner has other interest. Ad- 
dress “B., 2765,” care of JC-K. 

SMAL a Jewelry store due to death of 
owner; a complete stock of materials 
and tools ; excellent opportunity for a 
watchmaker; Bireline Jewelry, Green- 
ville, Texas. 


ee 





LEADING jewelry store in Louisa County, 
Iowa; stock and equipment approxi- 
mately $15,000., can reduce; have other 
interests. Box 226, Columbus Junction, 
Iowa. 

JEWELRY store, southern Connecticut, 
long established, top lines only, excellent 


reputation, repairs alone cover over- 

head, credit sales potentially large. Ad- 

dress “W., 2806,” care of JC-K. 
JEWELRY STORE, central Illinois: 


ample repair: ideal for watchmaker and 


wife combination; health forces sale; 
$3500.00 up. Address “P., 2796,” care 
of JC-K 


A RECENT heart attack is forcing me to 
sell my beautiful small jewelry store in 
the highest income city in California; 
established 11 years; $15,000.00 cash. 
Address “W., 2750, ”" care of JC-K. 

STORE for sale, very reasonable, with er er 
without merchandise; established six 
years; good lease; owner going into an- 
other business: contact Jay Jeweler 
322 Main St., Farmingdale, L. I. Cal 
Chapel 9.0414, 


SMALL jew elry store in heart of ‘business 
section, eighty miles from New York 
City ; wonderful opportunity for watch- 
maker; five year lease at low rent; in- 
ventory optional. Address “H., 2749,” 
care of JC-K. 


—— — — — 


— _ MT 
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WANTED ; watchmaker interested in pur- 
chasing ‘store : midwest town, terms; 
owner wishes to retire; good one man 
store; a flat and building completely 
modern. Address “E., 2772,” care of 





FOR SALE—Modern jewelry store in pros- 
perous city, established 100 yrs. 90 mi. 
from San Francisco, Calif. 9 yrs. lease, 
100% _ ilocation; partnership disagree- 
ment forces sale; write John, P. O. Box 
457, Watsonville, Calif. 





IN THE fastest growing town in central 
Pennsylvania; jewelry store and watch 
repair shop; leading lines; about $22,- 


000.00 ; eight years in business; health 
causes sale. Address “M., 2753,” care of 
JC-K. 

DOCTORS orders; must sell: modern 


jewelry store located in one of the larg- 
est cities in the Carolinas; long lease 
at reasonable rent; excellent location; 
finest reputation; good clean stock. In- 
ventory $10,000.00. Address “G., 2739,” 
care of JC-K. 





ENGRAVING business; established eight 
years in good dow ntown office building ; 
modern equipment; steady accounts; in- 
dustrial, jewelry and sporting goods 
stores, etc., also retail; good buy for 
ambitious engraver; Illinois. Address 
“H., 2797,” care of JC-K. 





FOR SALE, jewelry store, established 
59 years; 30 foot frontage in excel- 
lent location; have a nice stock of 
watches, diamonds, jewelry, sterling 
and plated flatware and hollowware. 
Plank & Co., 209 Main St., Daven- 
port, lowa. 





CASH sonneion: store Seta over $60, 000.00 
in one of finest suburbs of Chicago in 
the heart of the shopping district: beau- 
tifully furnished, air conditioned: 10 
years established with best reputation: 
low rental, terms if desired: write for 





details. Address “Eke 2664,” care of 
C-K. 
JEWELRY store for sale; ideally located 


in a thriving community of twelve thou- 
sand people, 16 miles southwest of Chi- 
cago; established for over 34 years; 

excellent opportunity for a young man: 

act quick; carry a full line of jewelry 
merchandise and plenty of repair work : 

Address “S., 2787,” care of JC-K. 


LEADING credit jewelry store with opti- 
cal department; considered Atlanta’s 
top location; newly remodeled; two 
years this location, forty years former 
location; has easy potential of $300,- 
000.00 yearly; inventory optional: do 
not reply unless you are prepared to in- 
vest $50,000.00 ; other interests requires 
owner's time. Address P. O. Box 2024, 
Atlanta 1, Ga. 





FINE pee es store, terrific credit 
possibilities; established over 20 
years in one of midtown NYC’s 
finest, modern office bldgs.; store 
newly redecorated Oct., °56: air- 
conditioned, top lines, clean stock; 
exceptionally lucrative watch and 
jewelry repair, watchmakers’, jewel- 
ers’ & setters benches, moderate 
rent; inv: $23,000.00 fix. & equip- 
ment. $20,000.00. Address “N.,, 
2783,” care of JC-K. 





HAWAII, store located in Kailua, 12 
miles from Honolulu near marine 
air station; population 9,000 1949 
now 35,000; only complete jewelry 
store here; temperature low 65 
high 75 average; same owner since 
1948; lease with options; six win- 
dows; excellent watch and jewelry 
repairs; inventory $10,000; rent 
$160; gross 1956 $33.000;: write 
owner Reuben M. Smira, Box 1094, 
Kailua, Oahu, T. H. 





ESTATE offers terrific opportunity to 
rent or buy, without merchandise, 
fully equipped jewelry store, estab- 
lished since 1895, in heart of south- 
eastern Alabama agricultural and 
manufacturing center; A-1 location, 
25’ x 125’, 2-story brick building 
with gift mezzanine and 2nd floor, 
modern front and fixtures, fully 
equipped repair department; owner 
just died; attractive terms or lease 
to responsible tenant or buyer; 
apply, Administrator, P. O. Box 
687, Key West, Florida. 


WILL SACRIFICE Shaw's Jewelase, Ene. 
of Galveston, Texas; owner must retire 
due to ill health ; Shaw’s established 
since 1856, now doing 70% cash; live 
wire credit firm can easily do 300 to 
400 thousand; opportunity for reliable 
individual or chain to take over a profit- 
able going business ; modern corner loca- 
tion, 43x60, with ample storage; next 
door to popular non-competitive chains 
in our own building; sell with or with- 





out stock or accounts; contact im- 
mediately, Ralph M. Levy, Petersburg, 
Virginia, or Carl D. Levy, Attorney, 


Beaumont, Texas. 


LOCATION in + thonet a Montgomery, 
Alabama downtown section; store re- 
cently closed due to having another 
location in the city; will sell all 
floor and wall fixtures, a National 
Cash Register installment posting 
register, a five ton Carrier air con- 
ditioning unit; display and office 
equipment and everything else for 
$3,000, provided you are responsi- 
ble to take over the lease at $450.00 
a month; no accounts receivable or 
inventory to buy; write or telephone 
Mr. N. Popkin, 78 Dexter Ave., 
Montgomery, Alabama. 








For Sale 


Teols, Equipments 








TWO silver sit-down display cases, like 
new, lightwood; will sacrifice at one 
half original cost: Mair Jewelry, 2046 
Front, Cuyahoga Falls, Ohio. 

OU TDOOR NEON SIGN, 3 individual sec- 
tions; Alvin in 3 ft. letters, diamonds in 
1 ft. letters, watches in 1 ft. letters: 
Alvin letters can rearrange to suit your 
needs; furniture and fixtures, excellent 
condition, no reasonable offer refused. 
ro Marks, 76 Turner Road, Stamford, 

onn. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; establshed in 1903; 
for details see our advertisement on 


pages 32, 33. 


ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland, Br. 4-7303, Chi- 
cago 26, Ill. 


COMPLETE jewelry auction for fast 
efficient service call or write Ed 
Dean, Auctioneer 814% Main St., 
Nashua, N. H. Tel. TU 3-3051. 















































































COLMES BROS.; buyers and liquida- 
tors of jewelry stores; Max Celmes, 
18 Tremont St., 333, Boston 8, 
Massachusetts. 


CONSU LT M. Y. Finkelman, 29 EB. Madi- 
son, Chicago; since 1923 highest cash 
prices paid for diamonds and all other 
sewelry stocks; call collect Dearborn 

2-3407 : reference, your bank. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures ; highest 
prices paid; bank and trade references. 
Write 15 Maiden Lane, New York, Tele- 
phone Rector 2-6565. 


GORDON Sales, Inc. will buy - your 
complete store for liquidation or as 
a going business; spot cash; bank 
references; 83-85 Cornhill, Boston, 


Mass. Tel. LA 3-8413. 


I'M SORRY; call M. & M. first and don’t 
be sorry ; we pay top dollar for complete 


jewelry stores; quick action, no delay ; 











— 


M. & M. Distributors, Inc., 212 South 
Campbell Ave., Springfield, Mo., Phone 
4-7716. 





WHOLESALER gold and diamond jewelry 
about to retire will sell well equipped 
office at low price, if purchaser will buy 
or assist in disposing of small well 
selected inventory. Address “277” care 
of JC-K. 

SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock: get my offer before selling, it is 
to your advantage; bank and trade ref- 
erences. Write 54 Lispenard St., New 
York. Telephone Canal 6- 5233. 


WE will buy your store for cash or 
will raise the money you need 
through a dignified flat or auction 
sale: wire, write or phone Sam J. 
Markus, 2321 Bayview Lane, North 
Miami, Florida. Plaza 8-4254. 


IF YOU have a business problem or 
need cash, let us solve it through a 
flat or auction sale; Colmes & Brill, 
45 West 45th Street, New York City, 
auctioneers and appraisers; see our 
ad page 97. 


AGENT for retiring; : diamond house 
offers unusual memorandum prop- 
osition to several well rated retail 
accounts; details to substantial par- 
ties anywhere in U. S. Address “K.., 
2784,” care of JC-K. 

WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York: 


sale and management specialists since 
1919, over 1500 jewelers have used our 














services: also buy stores for cash; 
write, wire or telephone Longacre 
5-7388. 


JACOBS Brothers, since 1924: sales 


specialists; liquidators; cash buyers 


of complete jewelry stores; auc- 
tioneers with a reputation from 
Maine to Texas; Jewelers Bldg., 


Beston 8&8. Mass. Write — Wire — 
phone Hubbard 2-1359. 


OWNER unique jewelry store, desirous of 
reduced business responsibility, seeking 
purchaser part interest in firm; located 
fast developing southern city of 300,000 
in year round temperate climate; firm 
highly successful in specialized field of 
diamonds, precious stones, jewelry de- 
signing to which stock of $130,000 is 
restricted : unsurpassed reputation. Ad- 
dress “H., 2763,” care of JC-K. 


MARTY MILES SALE guarantees quick 
action-cash profits; our service costs 
you nothing; testimonial letters from 
hundreds of jewelers prove the cost of 
each sale is turned into a profit by ter- 
rific extra volume of sales profit wise 
our efforts produce for you: every sale 
is carefully analyzed, planned in ad- 
vance and is under constant supervision 
of our executive staff: you can afford 
the best; write, wire, phone Marty Miles 
Sales Inc., 910 N.E. 136th Street, Miami, 
Florida; phone Plaza 1-2885. 
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(Continued on page 174) 
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(Continued from page 173) 





DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL 7-4693; 
See page 117 for additional details. 





JEWELRY STORE PARTNERSHIP: One 
of our clients is offering a working part- 
nership in one of their established retail 
credit jewelry stores; the man they will 
consider must be fully qualified to as- 
sume management; must be prepared to 
make investment of at least $15,000.; 
store in 100% location of N. J. town, 
approx. 50 miles from N. Y.; give full 
particulars as to experience and finan- 
cial responsibility in first letter; all re- 
plies will be carefully screened and held 
in strict confidence. Falk Kahn Advy., 
673 5th Ave., New York 22, N. Y. Att.: 
Mr. P. Kahn. 











JEWELRY-CHINA-OBJECTS D’ art 
auction service: a professional long 
experienced liquidation firm of 
professional jewelry auctioneers 
operating on strictly a commission 
basis and specializing in complete 
close-outs of stocks and fixtures 
down to the very key in the door; 
every sale managed and conducted 
by Faussett with an able associate 
auctioneer. We hold the record for 
complete liquidation of fine stores 
during the past decade; when repu- 
tation counts we are usually called 
in; an advertiser in this publication 
for the past 40 years; when matters 
cannot be settled by mail or wire 
we will come and see you at our ex- 
pense; America’s foremost jewelry 








auctioneer; Thomas J. Faussett, 
Howell, Michigan. 
Wanted to Purchase 





JEWELERS balance, scales, brass ships, 
bell strike clocks; give full particulars 
and price. Davey’s Jewelers, 503 Frank- 
lin Street, Michigan City, Indiana. 


WANTED to buy; jewelry store in the 
State of Illinois; send full details in 
your reply. Address “R., 2737,” care of 
JC-K. 


WANTED, trade in watches, gold filled 
scrap; best prices; check at once; will 
hold for approval; DeLuxe Watch Co., 
211 No. 7th Street, St. Louis 1, Missouri. 








ESTABLISHED jewelry store, midwest 
area preferred, city 10,000 to 50,000 
population ; have cash to purchase ; send 
information to Eugene Wittau, 1424 
Thomas Street, Marinette, Wisconsin. 


$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References; 
Dun & Bradstreet, Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 


ton, Texas. 








SPOT cash for diamonds, watches, new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 


dolph 6-7390. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 








Watch Work, etc., for 
the Trade 











FINE watch repairing to the trade, good 


service; clean work and all fully guar- 
anteed for one year; price list on re- 
quest. Address Watch Service, Box 93, 
York, Pa. 











quickly ; 
cleaning price includes minor material, 


WATCHES repaired properly, 


staffs, mspgs. etc. Send for price list; 
D. Douthart, watchmaker, 6802 Ludlow 
St., Upper Darby, Pa. 


BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested ; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 


FINE watch repairing for the trade; all 
work guaranteed for 1 year; 3 to 6 
days service; Watchmaster tested; rea- 
sonable prices. A. H. Schierer, Watch- 
maker, 101 S. Marion St., Oak Park, Ill. 


SMALL town jeweler has small overhead ; 
lowest prices for jewelry repairing and 
special orders; diamonds and colored 
stones set, prompt service; references 
available; write P. O. Box 574, West- 
field, New Jersey. 


COMPLICATED watch specialists; fine 
watch repairing to the trade; five day 
service; all watches timed, tested and 
guaranteed; 25 years’ experience. Stu- 
dio Watch Service, 1510-20 East Dela- 
ware Place, Chicago 11, IIl. 


QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty; your trial ship- 
ment and inquiry solicited. Oscar 
Aron, 62 West 47th St., New York, 
N. Y. 

















> perenne aunt © mame emt ram 
Special Order Work and 
Repairs for the Trade 





ENCRUSTING, engraving, drilling; pre- 
cious, semi-precious stones furnished 
and cut; fraternal emblems encrusted: 
stone and gold seal engraving; special 
orders. Harry Braunfeld, 108 Fulton 
Street, New York City. 








To Let 





SMALL office, suitable for diamond mer- 
chant or watchmaker; rental $45.00 
ae Address “S., 2767," care of 


ar nme cnt ceemumaearenmnnn eet ama 
Miscellaneous 











“NON-SHRINKING” rubber molds made 
from your own models for lost wax 
process; confidential service. Address 
J. Pinter, 261 W. 125th Street, New York 
City, Tel. AD 4-1736. 








Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
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Here is my want-ad: 
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VOX POP 


* At any meeting of jewelers you can tell if the speaker 
has made a provocative talk by the number of people 
who gather around him afterward for further dis- 
cussion. 

Every month JC-K is speaking to a very large gather- 
ing of jewelers. Some of our material is on provocative 
issues. This we know by the number of letters you send 
in. You don’t always restrict your comments, favorable 
or otherwise, to what we have printed. Sometimes you 
express your ideas about local or national problems. 
Sometimes your letters are concerned with subjects in 
which JC-K is vitally interested, but of a nature that 
places them beyond our province; manufacturers dis- 
counts, for example. In any event, taken as a whole, 
they reflect the thinking of important sections of the 
trade. 

Realizing this, we are with this issue starting a column 
devoted to a few of those letters that have most general 
interest. We hope you will regard the column (on page 
7%) as an open forum in which you can air and argue 
whatever is on your mind. 

So, in the good old American tradition—Speak up 
everybody! 


Get in the Swim or Out of the Parade 


Someone once said that “Any market is a passin 
parade that never ends.” 

Figures recently released by Dun and Bradstreet cer- 
tainly substantiate that statement. For, their records 
show that between 350,000 and 400,000 of the active 
businesses in America go out of existence each year. 
Approximately the same number of new ones are organ- 
ized. In addition, each year there are about 400,000 
business “transfers”; going concerns which are sold to 
new owners. 

That’s a lot of internal heaving within the structure 
of American business, composed as it is of approximately 
2,500,000 concerns. Adding the number of companies 
which go out of business to those which are established 
and those which change ownership, we get a total of 
well over 1,000,000 business changes each year! 

Impressive as is this turnover, it is no more dramatic 
than the turnover taking place within the retail jeweler’s 
market in every neighborhood. 

It is because of this constant change of those who make 
up the passing parade, that national advertisers continue 
to advertise year after year—and why famous brand 
names of only a few years ago, no longer advertised are 
no longer known. 

So, it is appropriate for you to check if your store’s 
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advertising and promotional program is planned in the 
light that your market is ever changing. Does it take 
account of the fact that your neighborhood is made up 
of new families which have replaced those which no 
longer exist and that “transfers” of families are con- 
stantly taking place? 

Look at your advertising appropriation. Is it suf- 
ficient to ATTRACT new people to your store? Or, are 
you depending entirely upon your windows to do that? 
This latter assumption has one basic weakness. A large 
proportion of the passers-by are on their way to a 
merchant down the street who has advertised something 
that has attracted them to his store. 

Today, any merchant whose promotional efforts ignore 
the ever-changing nature of his market runs an un- 
necessary risk of joining this year’s group of 400,000 


businesses which will not be in existence in 1958. 


F.T.C.—Fair Trade Conduct 


In a recent interview, Conrad Hilton, the famous 
American innkeeper, said, “To be a success, one has to 
cive as well as take.” We know what Mr. Hilton meant, 
but we are glad our 12-year-old boy didn’t see the state- 
ment and ask us about it. We’ve been trying to explain 
to him that he has to be able to “take as well as give.” 

Which just goes to show how complex is this business 
of communicating thought by means of the English 
language. 

Often one merchant condemns another for making 
misleading statements over the counter or in his adver- 


tising. Such misstatements frequently result from ignor- 
ance of the right phraseology to use in describing a 


product. 

In order to define the correct conduct, designations 
and phraseology which should accompany public offer- 
ings of the various items sold by the jeweler, the Federal 
Trade Commission is currently revising and combining 
into one “code,” most of the trade practice rules of our 
industry. This is a big step in clarifying trade parlance. 

In the interest of better understanding by those in the 
trade and less misunderstanding between them, we shall 
present in next month’s issue a complete report on the 
status of this composite set of FTC rules. 

Watch for this report. Read it. Study it. Then pre- 
serve it so it will be available for ready reference in 


b 


the future. 


Meee J Aeaz. 


Editor and Publisher 
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Trim New 


If you act now, you'll have this terrific 
new REVERE WARE package in 
plenty of time to cash in on a big 
Mother’s Day and June-Bride business. 


HERE'S THE PACKAGE. See how much this 
brand-new GOOD COOK’S SET of 
sparkling Revere Ware offers: 1'4-qt. 
covered sauce pan, 144-qt. double boiler, 
4-qt. covered sauce pot, 7-in. open 
skillet, 10-in. covered skillet, six copper 
hangers and a big, colorful FREE cook- 


a 


Food COOKS 
“Sel 





book with hundreds of appetizing reci- 
pes. At an amazing $39.95 this complete 
set is ideally suited to sell on credit. 
Your customers save $3.30 over cost of 
individual items. Yet note that each and 
every utensil is packaged separately in 
the big master carton for your special 
convenience. 


HERE’S THE SALES PROGRAM. Here is 
everything you'll need to promote this 
new set. Send today for information on 
the following big list of sales-stimulators: 


Ta 
° av ~~ = 
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$59.95 LADY REVERE SET saves 
$6.00 over individual items—1-at. 
covered sauce pan, 2-qt. covered 
double boiler, 4-qt. covered sauce 
pot, 8-in. covered skillet, 10-in. covered 
skillet, 4-cup egg poacher inset, 4- 
piece mixing bowl set and deluxe 
hanging rack. It’s a real profit-maker, 
well worth trading up to. Glossies and 
600 line ad mat (Form No. RW 212) 
available. 





Display and Free 320-Page Cookbook 
Spark This New $399° REVERE WARE Set 


@exciting 600 line ad mat for news- 
papers with credit selling pitch. (Form 
No. RW 211) 


@ imprinted jumbo postcards (Form No. 
R 870) 


e self-mailers with attached reply cards 
(Form No. R 872) 


@ attractive glossy prints 


e PLUS compact, colorful (No. 80) dis- 
play shown above — FREE with mini- 
mum 6-set order! 


DON’T DELAY. For prompt delivery on any of the three REVERE WARE Sets in this advertisement and 
the special REVERE WARE merchandise-movers, call your distributor or write immediately to us. 


REVERE COPPER AND BRASS INCORPORATED 


Rome Manufacturing Company Division 


Rome, New York e Clinton, Illinois e Riverside, California 


ALSO $19.95 STARTER SET. Saves $1.40 over 
individual items. Consists of 1-qt. covered sauce pan, 
1-qt. covered sauce pan, 7-in. covered skillet and 
a handy utensil rack for hanging. Display carton. 








" COMMUNITY 


THE FINEST SILVERPLATE 


“Eights for the price of sixes.” A “double dividend” of two service in exclusive buffet-drawer trays at just $66 complete. 
6-piece place settings (worth $22) given free with the pur- (Also including the two free place settings worth $22!) 
chase of a 40-pe. service for 6 in Community.* Thus, a com- The free “double dividend” will be announced in full- 
plete 52-pe. service for 8 (regularly $97.50) is promotion- color pages in the April issue of McCall’s (out March 21), 
priced at just $75.50, including decorator-design chest. plus the May issue of Ladies’ Home Journal (out April 25). 

Customers choose from all five Community patterns (all 22,322,000 strong, the readers of these two biggest women’s 
the same high quality and the same price), plus choice of — magazines will see this impressive offer—when they’re in 
blond or mahogany-finish chest. Or customers may buy their spring buying moods! 


Plan now to profit all spring .. . by stocking and promoting the big “double dividend” in Community 


o 
TRADEMARK OF ONEIDA LTD ONEIDA, N.Y 





